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These Fuses Protect 
both Your Motors 


and Payroll 



















Records show that two-thirds of the delays in 
starting motor-driven machines are occasioned 
by blown fuses. With the time-lag feature provid- 
ed by Jefferson Super-Lag Renewable Fuses, tem- 
porary current surges do not blow the fuse. Payroll 
eating production delays are avoided and fewer 
fuse links are used. These savings pay for Jeffer- 
son Super-Lag Fuses over and over again. Order 












A NEW PRINCIPLE 


The lag plate shown at the left is the 
secret of the Super-Lag Fuse. This lag 
plate delays the normal fuse action to 
provide a time interval or lag. This 
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To Insure Trouble-Free Performance 


Install BRYANT Switches 
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BRYANT 
Superior Wiring 
Devices 


SWITCHES 
RECEPTACLES 
SOCKETS 
CUT-OUTS 
FUSES 


A complete line that 
covers every installation 
requirement 














The Bryant 
F 3951 Type 
Switch 


ture of superior wiring devices The Bryant Electric Co. 

has developed two distinct types of flush tumbler switches 
which cover a wide range of installation requirements. Each 
type is accurately designed and carefully manufactured. Both 
types offer the utmost in lasting service and trouble-free 
operation. 


CP are o by over forty years’ experience in the manufac- 


Outstanding in performance the Bryant 4961 Type Switch 
affords ample protection to the severe operating conditions 
existing in Type C circuits, The mechanism is totally enclosed 
and the binding screws are large, making for easy installation. 


The Bryant 3951 Type Switch was developed to-meet the 
demand for a high quality inexpensive switch which would 
permit savings in installation costs wherever a shal- 
low box was necessary. | 


For further information write to The Bryant Electric Co., 
Bridgeport, Conn. 
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Sane Credit Terms 


S a result of the barrage of protests 

A hurled upon manufacturers by the 

local and national associations and 

by individual wholesalers, several manufac- 

turers have revised their terms of payment 
to meet the wholesalers’ demands. 

The revised terms allow wholesalers to 
take cash discounts on the 10th prox., “ac- 
ceptable if remittance is mailed on or before 
the 15th, as evidenced by postal cancellation 
—net thereafter.” 

These terms represent a sane middle 
ground between the desire on the part of 
some manufacturers to inflict terms of 10 
days from date of invoice upon their whole- 
salers and the wishes of some wholesalers 
either for longer terms or for the elimina- 
tion of cash discounts entirely. 

Cash discounts constitute a well recog- 
nized and long established trade _ prac- 
tice. They provide a proper incentive for 
the prompt settlement of accounts. They 
are just as essential for the wholesaler in 
buying as in selling. Those wholesalers 
who would eliminate cash discounts and 
credit terms, in order that they may be 
free to drive the longest possible bargain, 
are entirely out of tune with the New Deal. 
We would unhesitatingly classify them 
with the “chiselers,” the 10 per cent who 
cannot see beyond their own noses and 
whose “rugged individualism” only serves 


to delay business recovery for the remain- 


ing 90 per cent. 

On the other hand, those manufacturers 
who looked upon their code as an opportu- 
nity to shorten their credit terms neglected 
to consider the welfare of the wholesaler. 
They filed terms with the NEMA Code 
Authority that, in some cases, provided for 
semi-monthly payments and, in others, 
specified that each invoice must be paid 
within 10 days from date in order to receive 
the cash discount. Having filed these terms 


they could not deviate from them without 
practicing discrimination in violation of 
their code. 

This action has created an impossible sit- 
uation which it is clearly the responsibility 
of manufacturers to rectify. This they can 
do, as some have already done, by immedi- 
ately filing revised terms with their Code 
Authority. 


HE viewpoint of the wholesalers is 

clearly set forth in letters which appear 
on page 32. Terms of 10 days from date of 
invoice are economically unsound. The 
wholesaler performs three very definite 
functions: sales, warehousing and credit. 
However, when he extends 10th prox. terms 
and buys on terms of 10 days from date of 
invoice he enters the field of banking. He is 
compelled to assume a new function for 
which he is unqualified and he must assume 
it with no added compensation, in spite of a 
very considerable increase in his operating 
expenses. 

Furthermore, to compel a wholesaler to 
make “every day a pay day” is to inflict upon 
him extra expenses for check taxes and bank 
charges, for postage and for clerical 
labor involved in additional vouchering, all 
of which combine to form an unwarranted 
and intolerable expense burden. 

Tight credits have unquestionably been 
largely responsible for prolonging the de- 
pression. To attempt to impose shorter 
terms, especially at this time, will only serve 
to retard business recovery. To stiffen credit 
requirements now is to act contrary to the 
spirit and purpose of NRA. 

The industry needs sane credit terms. It 
needs them immediately. 


ay ae 
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Now—A NEW AND GREATER 
GENERAL ELECTRIC 


INSTITUTE 

















GENERAL 
ELECTRIC 


is helping you 
and your dealers 


"THE new General Electric Institute is a to sell more 
training school for the electrical industry, dedicated to ] 
the ‘“‘New Science of Seeing,’”’ to the Art of Illumination amps 
for Commerce and Industry, and to the Complete Electri- sic 
fication of the American Home. 


The new General Electric Institute unites, under one 
roof, the former Lighting, Kitchen and Refrigeration In- 
stitutes, to create a new and greater Institute of Electricity. 
Here is an ever-changing panorama of electrical progress. 


The General Electric Institute is more than an exposi- 
tion. Here, under the guidance of specialists, is taught and 
shown everything that is new in lighting for home, store, 
factory, street, photography and all applications of lighting 
for life and work. 


Your customers look for this MARK 





Today, with the ‘‘New Science of Seeing”’ still in its 

infancy, the value of the new General Electric Institute TELL YOUR DEALERS TO DO THESE 3 THINGS AND 
as an educational center for General Electric MAZDA lamp TOP Cale ay Se Sen ee oe ee 

e - 1. Put in the General Electric MAZDA lamp dis- 
agents, cannot be too highly stressed. General Electric play ever time they receive it. 
offers you a course of training, without charge, in the 2. Take one of our current magazine advertisements 
General Electric Institute, as a new and greater service to ae 
help you sell more lamps. General Electric Company, 3. Ask people to buy. Every home needs more and 
Nela Park, Cleveland, Ohio. ager waenngs Saye. 
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Code for Radio Wholesalers 
Receives Strong Support 


Discount schedules withdrawn prior to public hearing. 
Retailers oppose five per cent limit on advertising allow- 
Philco only manufacturer to criticise the Code 


ances. 


HAT promised to be 
“a hot time for 
everybody degenerat- 


ed into a pink tea party” when 
the supplement to the General 
Wholesaling Code, proposed 
by the Radio Wholesalers’ As- 
sociation, received its public 
hearing in Washington on 
February 24. Representatives 
of various retailing interests, 
who came prepared to vigor- 
ously attack the proposed 
dealer discount schedules, 
found they had been deleted by the Code’s sponsors prior 
to the hearing. 

The Code was formally presented to R. S. Alex- 
ander, the presiding deputy administrator, by Benjamin 
Gross, president of Gross Sales, Inc., New York City, 
and chairman of the Code Committee of the Radio 
Wholesalers’ Association. After setting forth the last 
minute changes which had been made in the Code, Mr. 
Gross read into the record an endorsement by the Radio 
Manufacturers’ Association and then proceeded to give 
some pertinent facts concerning the RWA and the 
radio wholesaling industry. 

“The intent of this supplemental code,” Mr. Gross 
concluded, “is to provide a basis for a sensible, con- 
structive and practical application of clean merchandis- 
ing and sales promotional practices to a business that 
has been sadly undermined and considerably under- 
manned through lack of leadership and coordination.” 





Benjamin Gross, Chairman 
RWA Code Committee 


James E: Aitken, president of the RWA 
and also president of the Aitken Radio 
Corp. of Toledo and Detroit, explained the 
sections of the code pertaining to “Defini- 
tions.” He pointed out that the definition 
of a “wholesaler” was “intended to cover 
all organizations who perform the whole- 
saling function in the sale of radio apparatus. This 
includes not only wholesalers as such, but also manu- 
facturers who also perform the wholesaling function of 
selling to dealers for resale to ultimate consumers. 

“The question may be raised,” he continued, “as to 
whether a manufacturer selling direct to dealers is a 
wholesaler. Such a manufacturer is definitely in com- 
petition with organizations commonly termed ‘whole- 
salers’ and therefore, the wholesaling operations of such 
combination manufacturer-wholesalers are placed under 
the supervision of this Code.” 

The administrative sections of the code were dis- 
cussed by H. G. Erstrom, Chicago, executive vice- 
president of the RWA, who stated that: “The Divi- 
sional Code Authority will appoint, for each district, 
agencies for the administration and enforcement of 
the Code. These district agencies will be intimately 
familiar with the problems pertaining to their territories 
and will be in a position to expeditiously, intelligently 
and economically administer the provisions of the Code. 
Furthermore, District Agencies in contiguous territories 
will be able to coordinate their work and assist one 
another in obviating overlapping misunderstandings. 
This will all tend to economy of administration.” 

Roscoe R. Howard, Zenith Radio Distributing Co., 
Chicago, spoke on the Fair Trade Practice Provisions 
and pointed out the protection which they will afford 
retailers by prohibiting sales at wholesale prices to in- 
dustrial and institutional buyers. 

David M. Trilling, Trilling and Montague, Phila- 
delphia, a member of the Code Committee, explained 
that, after eliminating the proposed discount schedules, 
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it became necessary to make changes in the section 
devoted to “Cost and Price Provisions.” 

“These changes,” Mr. Trilling stated, “make it man- 
datory that price schedules of the various radio dis- 
tributors be filed with each ‘district agency. The sched- 
ules may be readily changed upon five days’ notice and 
will be available to interested members of the trade 
for their information. The posting of such schedules 
eliminates the chiseling now prevalent among distribu- 
tors, due to misleading information supplied by dealers.” 

The “Cooperative Advertising” sections of the Code 
were sponsored by Harold J. Wrape, president, Ben- 
wood-Linze Co., St. Louis, and chairman of the RWA 
Advisory Council. Refering to the provision limiting 
advertising allowances extended to dealers to five per 
cent of their purchases, Mr. Wrape said, “The limit 
of five per cent is set with the definite intent to avoid 
uneconomical and wasteful expenditures. All advertis- 
ing costs must come out of the price of the product 
as paid for by the consumer. Any expenditures in 
excess of this amount, when coupled with the expen- 
ditures made by manufacturers in their direct national 
advertising, would result in increased costs to the public 
or disintegration of the units of the industry.” 

E. A. Wildermuth, Atwater Kent distributor, New 
York City, read into the record a strong endorsement 
of the Code, closing his remarks as follows: 

“It is my opinion that this Code provides the means 
for ethical business conduct along sound lines of sell- 
ing, advertising, promotional activities and credit. It 
assures permanence to able business men, and employ- 
ment to their personnel and, very importantly, it assures 
a fair deal to the consumer.” 

Among the manufacturers who attended the hearing 
in order that they might personally endorse the Code 
were E. C. Roworth, treasurer of Stromberg-Carlson, 
who stated that “The Code as written has our complete 
and unqualified endorsement,” and Benjamin Abrams, 
president, Emerson Radio and Phonograph Corp., who 
expressed himself as fully in accord with the Code. 

Tyler Carlisle, on behalf of the Ohio Radio Trade 
Association, endorsed the principles of the Code and 
submitted several amendments in the belief that “those 
principles may be clarified by slight changes in the 
phrasing.” The changes suggested very closely paral- 
leled the “Definitions” as contained in the General 


Wholesaling Code. Additional trade practice rules, rec- 
ommended by Mr. Carlisle, covered defacing of serial 
numbers, warranties and local service rules. 

Irving C. Fox, representing the National Retail Dry 
Goods Association, stated that the deletion of the Dis- 
count Schedules “has taken the heart out of my attack. 
With the discount provision removed and with a few 
slight kinks removed, it is a satisfactory code to the 
retailer.” 

The lengthiest criticism and the only one to be pre- 
sented by a radio manufacturer, was read by James M. 
Skinner, president of the Philco Radio & Television Co. 
He objected principally to the Discount Schedules, 
which had already been deleted, and the sections de- 
voted to Sales Promotion, Dropped Lines, and Cooper- 
ative Advertising. He proposed that “The Code permit 
cooperative advertising on a 50-50 basis up to 10 per 
cent of a dealer’s purchases, the wholesaler te contribute 
not more than one-half the cost, but without specifying 
what part of the wholesaler’s half comes from the 
manufacturer.” 

The following addition to the section prohibiting con- 
signments was presented by E. F. Henderson, World 
Radio Corp., Boston, and endorsed by both H. C. 
Smith, radio dealer of Quincy, Mass., and R. E. Roe, 
representing the North Jersey Radio Dealers’ Council. 
“However, nothing in this Code shall prevent members 
of the trade from consigning merchandise to dealers, 
financing their time sales and rendering other services 
to their dealers, provided an adequate charge satisfac- 
tory to the district agent, is made for such extra serv- 
ices, or a corresponding reduction in discounts is made 
to such dealers.” 

Arthur W. Kimball of the NRA Research Division, 
pointed out that the section providing for a five day 
waiting period after the filing of price schedules would 
delay approval of the Code until the policy of the NRA 
on this point was determined. He recommended that 
this five day provision be deleted. 

The shortest remarks of the hearing, which brought 
forth great applause, were made by B. J. Oppenheim, 
B. & O. Radio Co., Newark. Addressing himself to 
the Administrator, he said, “I am heartily in accord 
with this Supplementary Code. I think it is just a 
wonderful thing for this industry in every way and 
I hope it receives your most favorable attention.” 





Public hearing on the supplemental code for the radio wholesaling trade, held in Room 2062-4 of the 
Department of Commerce Building, Washington, D. C., on February 24 
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The Outlook Under the Codes 


"If we wholesalers play the game under the codes, we are bound to get 
more and better business and more and better profits, under better 
working conditions—and that, after all, is what we are all striving for 


lieve, has done more than any 

argument or any number of writ- 
ten words might do to prove to manu- 
facturer and to consumer alike , the 
importance of an efficient and well 
organized wholesaler. This bears out 
a statement which I made in 1927 that, 
if the wholesaler performs an economic 
function better and cheaper than any 
other agency, he will survive regardless 
of all arguments against him, and that 
is exactly what has happened. 

While the events of the past three 
or four years are too close and too un- 
pleasant to dwell upon, they have cer- 
tainly justified the economic existence 
of the wholesaler. As a result of eco- 
nomic pressure during these years, the 
electrical wholesaling industry is in much better shape 
than it was in the halcyon days of yesterday. It is fair 
to assume that electrical wholesalers remaining in busi- 
ness are the wholesalers who know how to conduct their 
business in a sane and satisfactory way. When the 
various units that go to make up an industry conduct 
their business sanely and efficiently, then the industry 
as a whole will prosper. 

The competition of industry against industry is still 
with us, and I am very much of the opinion that the 
electrical industry is to-day in a better position to compete 
for the consumer’s dollar, by virtue of the fact that the 
public today is infinitely more electrically conscious 
and that the trend of events is going to make it even 
more so. 

Just a word of caution on the important subject of 
codes. While we have every reason to believe that the 
codes in general and the Wholesalers’ Code in particular 
are going to be helpful to us, we must not get the idea 
that they are going to be the answer to all the ills that 
beset business. We are going to find many difficulties in 
administering these codes and getting business to quickly 
learn all the new rules. The final measure of their success 
depends on the patience, understanding and fairness with 
which we approach and operate under them. Remember, 
too, that their application will not automatically and 
immediately increase our business. Codes or no codes, 
business will have to be intelligently planned and fought 
for. Our salesmen must understand that orders are not 
subject to codes—only the handling of orders and their 
attendant results in profits or losses are affected. Sales 


~ * Prom an address given before the Pacific 
NEWA, at Del Monte, Calif., on February 2. 
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Tie depression of the 30’s, I be- 





Division, 


By G. E. CULLINAN 


Vice-president, 
Graybar Electric Co. 





George E. 


efforts must not be relaxed now—as a 
matter of fact, under the new deal, real 
salesmanship more than ever before 
will be the most important phase of 
business such as ours. 

The codes are new. Their adminis- 
tration will likewise be new. There will 
be many faults in both, and many 
changes will have to be made, but I 
believe the outcome will be helpful 
to business and to you, me and our 
children. 

If we wholesalers play the game 
under our codes, and I am sure that we 
will, we are bound to be helped in that 
we will get more and better business, 
and more and better profits, under bet- 
tet working conditions, and, after all is 
said and done, that seems to me to sum 
up what we are all looking for. 

Every indication clearly points to the fact that the 
figurative corner has been definitely turned, and that 
we are on our way to better times and profits. We 
look for no boom this year; we don’t want any! We 
have seen enough of booms to know that they are fine 
while they last, but the morning after is terrible. 


Cullinan 


E must realize that, during this year and in the 

years ahead, our business must be conducted on an 
entirely new set of rules and in an entirely different 
way than has been the case in the past. Whether or 
not we agree to the change, we certainly are going to be 
forced to it by the codes. Certainly there must be some- 
thing more to business than the tap-tap of a typewriter, 
quoting prices and reaping profits. There are broad 
human relationships that we somehow have lost sight of 
in the past, but which we must realize are extremely 
important and, may I add, very satisfying. We are 
going to recognize that the laborer is worthy of his hire, 
just as a business is worthy of a profit. As our workers 
get something more of compensation and something less 
of hours, they are bound to get the satisfaction that 
comes from a full life, and, speaking practically, are 
going to be better buyers of the nation’s products. All 
of which will make for better business for all of us. 

I cannot help but agree with Mark Sullivan, wise 
commentator on present and past history, who recently 
made the assertion that “1934 may mark the beginning 
of the greatest epoch in history thus far.” It is a great 
time to be alive—it is a great time to be active in 
American business—and it is great to be young enough 
to look forward with anticipation to the years ahead. 
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The Kind 


of Selling 


That Brings Industrial Orders 


The chief electrician of a large industrial plant tells something of his 
own job and offers practical suggestions to the electical whole- 
saler's salesman who is seeking business from industrial accounts 


By CHARLES H. ZIMMERMAN | 


Chief Electrician, American Zinc Co., 
East St. Louis, Ill. 


EFORE discussing the relations between the elec- 
trical wholesaler’s representative and the man re- 
sponsible for electrical installations in the plant, let 
us consider the duties and mental attitudes of both men. 

The chief electrician, or whatever he may be called, 
is close to the work at all times. His job is to make 
good installations and see that they are kept up to a 
standard, so that everything will go smoothly. His suc- 
cess depends on showing his superiors an electrical set- 
up with a minimum of trouble and waste, one which will 
promote safe, economical and efficient production. 

The wholesaler’s salesman wants to sell as much of 
his wares as possible to every plant. His house offers, 
through him, an astonishing number of items; so many 
that he cannot know everything about all of them. His 
competitors are in the same boat, since most material is 
offered by all in duplicate or similar form. Boiled 
down, his job is to seek out all the plant needs he can 
and fill them with items from his lines. 

Without belittling the importance of price, most of 
the talk between these two is on the practical side, along 
the line of durability, ease of installation and fitness for 
the job in question. Costly apparatus is not necessarily 
the best. Expensive installations have been replaced 
with cheaper ones, to the plant’s advantage. The chief 
electrician tries to find out beforehand what is proper, 
and it is up to the salesman to prove his case. 

Naturally, when we are dubious about the equipment 
for a certain piece of work, each salesman is sure his 
brand is the best. Mistakes will happen, and in case 
of a wrong choice, it may prove cheaper in the long 
run to throw out $1,000 worth of apparatus and put in 
a different type. 

I believe one important function of the wholesale man 
is to know about new electrical improvements and pre- 
sent them to his industrial customers at the earliest pos- 
sible moment after they are placed on the market. For 
instance, I saw a new and unusally safe system of tem- 
porary lighting illustrated in a trade magazine. We 
knew, of course, who manufactured it; the question 
was where we could buy it locally, since our company 
purchases from nearby wholesalers whenever possible. 
These wholesalers were not at fault in this instance, I 
am merely pointing out that their men should be in- 


formed on such items and in turn should let us know 
they can furnish them if wanted. 

The heads of our company are especially interested 
in the safety angle in all parts of the plant, and never 
fail to consider anything that provides freedom from 
accidents and damage. Electrical hazards being what 
they are it is easy to see a real opportunity for the sales- 
man, if he will keep abreast of his safety improvements 
and present them soon as they are made. 

To show how we seek after fool-proof equipment, I 
will cite a large safety meeting in the company, with 
various plant men giving their views and presenting for 
approval certain items they felt should be added. Some 
time before this meeting I asked the electrical salesmen 
if they had anything new for safer operation. This 
bore fruit at once, as I learned of two improved por- 
table lighting extensions, one a vapor-proof affair and 
the other a non-metal extension which proved absolutely 
safe against dust explosions. 

Sometimes the salesman is at fault, not because he 
did not introduce an item, but because he did not fol- 
low up for more sales. A manufacturer’s man showed 
us a rubber-handled extension of more than average 
merit. He may not have sold any wholesalers on it 
then, and was probably trying to show them a demand. 
But after we had approved and bought the article, there 
should have been a strong follow-up by the salesmen of 
the houses which had them in stock. 


HILE manufacturers’ men often come alone and 

are welcome, the wholesaler’s salesman should never 
hesitate to enlist their help in explaining the fine techni- 
cal points of complicated apparatus. One man who did 
this succeeded in selling our company his line of fittings, 
because the factory man was able to show in detail an 
advantage in application and wearing qualities. Another 
brought a conduit man who gave a fine demonstration 
of bending. They did not make a sale, but left a last- 


‘ing picture of that type. 


So much for selling the big stuff. Stock items, or 
“bread-and-butter” material, are very important because 
of the greater turnover. Our card system shows the 
daily needs for stock and maintenance, and as soon 
as a better type is offered, it supersedes the old one. 
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As improvements are being made almost daily, the wise 
salesman will keep in touch with the plant’s needs for 
ordinary material. 

The whole system of buying has changed. In the old 
days, when a sudden need bobbed up, someone would 
look in a catalog, find an article which looked OK, 
and place the order. After installation, the material 
would prove unfitted for the work and a loss would 
occur. In a year’s time such losses would run into 
money. That system has been out for some time. I call 
for replacing material of a better kind on the basis 
of careful consideration, in order to keep the standard 
of the stock up to the minute, for better results. 

One type of salesman always has something new 
and tries to find out if we have a spot where it can be 
used to advantage. I never forget these items, but often 
there is a need for something we haven’t seen, to replace 
a thing which is not doing the 
work. Then I say. to all 
comers: “Here’s our trouble; 
have you anything better to 
supersede this gadget?” Some 
salesmen, if they don’t know 
offhand, will go out and dig till 
they find the right article, or 
can prove it is not to be found. 
This knack gets them a lot of 
extra business because they 
produce the right article in most 
cases, 

Taking up the general routine 
of contacting the electrical man 
in the plant, both the salesmen 
and their methods vary consid- 
erably. One will be inclined to 
take too much time, another 
not enough, to explain an item 
or to solicit stock orders. Some 
will be strictly business, while 
others steer clear of it till the 
last minute. Many have worked out a sensible, medium 
method, not too long, not to short, and yet keep a sharp 
lookout for a chance to help and at the same time make 
a sale. 

Business conditions naturally have an effect on the 
number of salesmen and on the frequency and length 
of their calls. When things are quiet the plant men 
can give more time for the discussion and testing of 
material. This gives the salesman a chance to pave the 
way for future business by placing samples and litera- 
ture and getting over a sales story which, in busier 
times, might have to be hurried. 

One important point is the extent of the salesman’s 
keeping in touch with the plant men, regardless of con- 
ditions. When the rush is on, the demand and the sales 
chances are greater, requiring more contacts. On the 
other hand, a quieter period does not demand as many 
personal visits. Still the men who call here seem to hit it 
about right, getting around often enough to know what is 
going on, whether they receive an order or not. The 
main thing is not to miss an opportunity. 

I have mentioned the importance of following up 
leads. Whether one or more of a certain item has been 
purchased and the salesman wants to see if the use 
can be extended, or whether he has left a sample or 
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a proposition for consideration, I always like to have 
him come back at me to find out if anything has de- 
veloped. If he doesn’t, it may happen that someone 
else gets the business, as there are usually competing 
types of equal merit. Another benefit he receives from 
following up is valuable information as to how it has 
performed on the job for which we selected it. 


GREAT advantage for the salesman who has it is 
full knowledge of prices, deliveries, sizes or types 
available and at least the fundamental physical facts 
about his goods. Nothing helps a sale like the ability to 
furnish instant, accurate information. When he can’t do 
this, it may be the fault of his house or his factory, 
but it slows him up just the same as if it is his own fault. 
In giving this information, which he hopes will clinch 
the sale, he must offer facts. When he says his material is 
the best on the market for the 
job in question, there must be 
definite mechanical reasons to 
back his claim. These reasons 
are there somewhere; reputable 
factories do not bring out im- 
provements hit-or-miss, and the 
salesman should be in a position 
to present proofs clearly and 
convincingly. 
Service is the biggest factor 
» in the salesman’s success or 
failure in getting and holding 
business. By service I do not 
mean just the fast delivery of 
the right material—that is only 
part of it. The service ren- 
dered by the salesman begins 
when he sits down with the 
plant man, and includes every- 
thing he does to make the 
transaction clear, easy and 
satisfactory to all concerned. It 
includes making his proposition thoroughly understood, 
securing any additional information which may be re- 
quested, writing up the order properly and checking 
later to see that the goods are giving satisfaction. 

As to that part of service which covers prompt and 
accurate deliveries, the salesman is still the key man. 
He is the official arbitrator between his house and the 
customer, which puts him on the spot when goods fail 
to reach the buyer on schedule. No one expects him 
to go rooting around his office and warehouse after 
delayed orders when he should be out selling. But he 
can and does check up, by phone or in person, to learn 
what happens after his house gets the order. Many 
times he delivers rush orders personally, and while we 
try to avoid this, a certain amount of it seems to be 
necessary and is very much appreciated. 

I have had contact with the wholesale electrical sales- 
man for about five years. I realize he has a tough job, 
not only on account of the huge number of items he 
sells, but because so many of them are specialties re- 
quiring knowledge which can be had only through study 
outside the hours of actual duty. Most of these boys 
are trying hard all the time to do a good job. We know 
that, and we are glad to go 50-50 in maintaining sound 
business relations with them. 


m | 
Zimmerman 




















Interior of Westinghouse appliance display truck 


CO ciccmouin merchandising 
practices must be adopted if the industry 
is to secure a fair profit on a volume of 
washing machines sales in 1934 that prom- 
ises to exceed last year's all-time record 


Will 1,725,000 Washers 
Be Sold on Price or Value? 


URING the last half of 1933 
D electric washer sales reached 

the peak of a greater rate of 
sale than had ever before been reached 
by any major electrical appliance. 

For the past seven years the average annual sales of 
washing machines has been 816,000. During the depres- 
sion years total sales have fallen 600,000 below normal. 
Thousands of women have postponed buying the new 
washers they needed and wanted. 

The same conditions have applied to those new buyers 
who would normally have come into the market each 
year. We have lost much ground. Ten years ago, in 
1923, there were only seven million odd homes in this 
country that had electricity, but did not have electric 
washers. In 1933 there. were 12 million odd who had 
electricity but no washers. 

Today there are approximately 8,250,000 homes in 
which washers are being used. Based on an average life 
of 10 years, there are each year in this country 825,000 
women who want and need new washing machines to 
replace worn out ones. 

Due to the depression, 600,000 of these women who 
have needed replacement washers have postponed buying 
them. Approximately 200,000 of them bought washers 
last fall at the first indication of better times. Bear in 
mind that all of this renewed confidence and increased 
rate of sale came in the last half of the year—an indica- 
tion of how fast this market will continue to open up. 

Here, then, is the picture: 

Regular annual replacement needs...... 825,000 washers 
To catch up on postponed replacement 

EE ha oikn 08% Mlb SUR Ses ee eee 400,000 washers 
“New” users, to catch up with our 

0 ee Ta, mete Mee es 500,000 washers 
or a total potential for 1934 buying of 1,725,000 electric 
washers! 

Back in 1927 the average retail price paid per washer 
was $143. In 1928 it was $133. In 1929, $113. In 1930 
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By L. L. SHAWBER 
Manager, Laundry Equipment Sales, 
Westinghouse Electric & Mfg. Co. 

Mansfield, Ohio 


the average was $104.50. In 1931, 
$85 and in 1932, $60. At an average 
of $68.00 each retail—and I am 
using that figure advisedly, with my 
fingers crossed—the 1934 potential 
market amounts to $117,300,000! 

Largely because washers are accepted merchandise— 
because we did not need to make women want them, but 
only to buy them—practically all washer advertising dur- 
ing the last six or seven years has been on price. This 
continual featuring of price alone has fixed an alto- 
gether wrong price level in the public mind as to the 
fair value of a good washer—the kind which will give 
the satisfaction it should. The result is that many 
women buy cheaper washers than they otherwise would 
—and cheaper washers than they should. 


Agel not rush into advertising and merchandising 
for this tremendous business without more thinking 
and planning ahead. Let’s think of more reasons for 
washers than price reasons. a 

The women with worn out washers that need replacing 
—and the women whose hearts are set on getting their 
first washers—read every word of advertising that 
appears on washers. They are earnestly trying to make 
up their minds—first, which washer is the best; and 
second, which is the best buy at the prices they can afford. 
There is a balancing in their minds of a quality-at-a-price. 

For your profit in the big volume to come, don’t make 
washers a matter of price alone. The business is too 
important in dollar volume to let anything stampede you. 
You can’t eliminate all cut-throat competition—but you 
can wear it down and make it tough going for them. You 
can put ideas into your advertising and merchandising— 
ideas that will help bring black ink instead of red, ideas 
that will set the keynote for your salesmen. 


*From an address presented at Annual Convention of Na- 


tional Retail Dry Goods Association, New York City, Janu- 
ary 17. 
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HE last chance on the 

last day to make a quota 

that would save my job 
and I refused to write an or- 
der that would just carry my 
sales total over the mark! 

Crazy? Yes—like a fox. 

Four years ago last fall, I 
rounded out four months of 
life as a wholesaler’s salesman. 
But, I was a salesman in 
name only. I had come up via the regular way, from 
shipping room, stock room to the counter, and then out 
on the road when the opening offered. I had been in 
the stock room long enough to know every item that 
the house stocked. However, my turn at the counter 
lasted only about six months. And at that, there was 
never any real selling done as contractors came in only 
when definitely in the market. They did not want to 
have any suggestions put to them, or at least I had 
that idea. 

Anyway, I toted my catalog around for four months, 
but all I could get were the “leavings” from real sales- 
men. Once in a while there was a “free will offering” 
from a dealer or contractor who was too chicken 
hearted to turn me down cold. I knew my catalog, and 
I knew the needs of the fellows called on, but somehow 
or other, I just didn’t register with them. 

During the four months mentioned, our sales man- 
ager had me in his office at least 20 times. He used 
everything on me that he could think of—pep injections, 
cajolery, threats and the rest of the works. While I 
was under this barrage, it seemed to me that nothing 
could prevent my immediate success, it affected me so. 
But once more on the road, the reverse was true. 

Then I was given my last chance to make good. The 
boss gave me 30 days in which to produce or prove 
that I couldn’t. Unless orders totaling a certain (ridic- 
ulously small) amount passed over his desk before the 
end of the month, my goose was cooked! I say it was 
a ridiculously small amount, but compared to my sales 
volume at that time, it seemed stupendous. 

“You're letting those yokels stall you off,” said the 
boss in my final orders. “Show a little backbone when 
you go into a place, and don’t let anyone tell you he 
doesn’t need anything! Find out what he does need, 
write it up and get his signature.” 

Well, there didn’t seem to be much choice left to 
me. A curbstone doesn’t offer soft landing, whether a 
fellow gets tossed out of his own house or through 
the front door of a contractor’s den. So, I followed 
the sales manager’s advice and bucked the line. 

It wasn’t so hard to get some orders after looking 
over a dealer’s stocks and writing up the items that 
were low or in demand. But at that, I think that-the deal- 
ers who gave me orders were afraid not to. I know that 
my new “front” created respect for me among the 
roughnecks. Finally I reached my last day on which to 
produce, one hard baby ahead of me and $750 to go! 


HIS contractor-dealer had always given me “time” 
and nothing else but. I was under the impression that 
all along he had been cultivating me; there the puzzle 
commenced, for I never could reason the thing out. 
Anyway, I breezed into his place in true Doug Fair- 
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“| Refused to Chisel” 


The story of a wholesaler's salesman who stood pat and refused to 
cut prices even though, if he lost that order, he also lost his job 


By M. C. CAHILL 


banks’ style, and sat down for our usual chat. Before 
long, it developed that he had a job of work and 
needed materials. Right then and there, I made a bid 
for the order. 

“Don’t be in a rush, now,” he said. “Just write 
down what I tell you. Use this sheet of paper. After 
that, we'll begin to think about placing an order.” 

He called off everything from fuse plugs to lamps, 
and in nice quantities. And it wasn’t a bad list, either. 
When I had it all down, he asked me to write our best 
price opposite each item. Which I did. 

The list of materials came to a little over $900. I 
could hardly contain myself as he ran his pencil down 
the column, checking each item as he went along. I 
had my order book ready, not for the psychological 
effect but because the “old rattler” would be rolling out 
of town in three-quarters of an hour and I wanted to 
get that order booked. 

“Now, what are your best prices on these items?” 
purred my bird-in-the-hand, confidential like. 

“Right in front of you, black on white,” I replied, 
firmly. “Those are the only prices we know in our 
office, and they are the best or the worst according to 
how you look at them.” 

“T get you. Now, what will you knock off the total 
for a nice order like this?” he came back at me. 


gael then I gave him a strong line of stuff about our 
rigid house policies, our integrity and prestige and 
so forth. We had always been a one-price house, as 
fair to one customer as to another. But water gets 
closer to a duck’s ribs than my argument did to his 
heart. I followed it up with everything but a good old 
fashioned cry, but nothing I could say would budge 
him. My rattler had come and gone; six hours to wait 
for the next. Still, here was an order that would put 
me over my quota if I could land it. 

He held out for a slash on the price, and finally 
asked me if the house would accept the order if I took 
it at a reduction. I replied that it probably would, to 
back up a salesman. 

“All right, then,’ he shot at me. “Take it or leave 
it. If you want this order bad enough, you'll take it!” 

If I wanted it bad enough! Then I laid my cards on 
the table and told him just what that order meant to 
me. It offered my last chance to bolster sales totals for 
the month. If I left it behind me, all future dealings 
in the territory would be purely social and probably 
conducted by mail. Yes, he understood. 

“That’s how bad I need the order,” I told him. “But, 
I’m on my way right now—with- (Turn to page 38) 














Distributor's Radio Broadcasts 
Sell Sets for Dealers 


Programs of Listenwalter & Gough, Los Angeles Philco Distributor, 
demonstrate to radio listeners that old sets are obsolete and sell 
$500,000 worth of new models, at wholesaler's cost, in two months 


HEN an electrical wholesaler increases his 

organization from 60 to 95 persons, when he 

buys, on a single order, $500,000 worth of radio 
sets (at his cost) and moves them all in two months, 
and when he does these things in a year like 1933, there 
must be a reason behind it all. There is a reason. in 
fact there are two reasons; market study and planned 
selling. Last fall, W. E. Listenwalter and Lou Gruner, 
manager of the radio department, put their heads 
together and decided they could do a whale of a radio 
business over the holidays. “W. E.,” by the way, claims 
to have the only wholesale electrical house in America 
that is landscaped with pampas. 

A survey of market conditions showed them that 
industrial production was up 71 per cent over the pre- 
vious year, farm prices had risen 33 per cent and pay- 
rolls had increased 40 per cent, while business failures 
were off about 47 per cent. 

Furthermore, their radio sales had held up best of all 
during the depression. As Lou Gruner explained it, 
many people bought radios as an economy measure. It 
was cheaper to stay at home and get their entertainment 
over the air than to go out to the theatre. 

So it looked as rf there was holiday business to be 
had and that radio was the logical line to get behind. 
L. & G. never do things half way. In this case they 
backed their decision with a single stock order for radio 
sets that totaled half a million dollars. Then they set 
to work to plan their sales tactics. 

The manufacturer’s million dollar national advertising 
campaign was creating public desire for the line of radio 

sets which they 


sic and talks. Leading local football personalities were 
mentioned. People are always interested in what the 
radio has to say about their local football stars. 

A dramatization of Admiral Byrd’s expedition was 
also featured, not only because of its popular appeal, 
but because it reminded the public that the radio ad- 
vertised would give them ears to the farthest ends of 
the earth. With it they could listen to the creaking 
of an ice bound ship, to the howl of Antarctic winds in 
the rigging. 

And now for the important selling features of these 
broadcasts. Between presentations came announce- 
ments that Mr. Soandso of Blank St. had just tuned in 
on Australia, or some other far away place, with his 
new Philco. Salesmen secured this data from set own- 
ers in every neighborhood so that, over a period of time, 
people known to almost every listener were men- 
tioned. 

These proud owners of new distance sets became a 
sort of volunteer sales force. They gladly demonstrated 
their sets to friends and neighbors with the result that 
many a man or woman walked into the store of a dealer 
and stated bluntly that he or she wanted to buy this or 
that particular model. 

The public did this not only in the stores of fran- 
chised dealers, but also in the stores of dealers in other 
makes. As a matter of loyalty to the distributor’s fran- 
chised dealers, these inquiries were referred to them by 
the other dealers. The franchised dealer could then 
make such arrangements with the competing dealer 
as were mutually satisfactory. This policy impressed 


‘handled. Their 





job as distributors, they rea- 
soned, was to further stimu- 
late this desire and then to 
tell the public where and how 
they could buy this make of 
set. So they planned a series 
of broadcast programs de- 
signed to sell the listener on 
their all-wave models, and 
then prepared special news- 
paper copy for their dealers. 

Three radio stations were 
used to cover the California 
territory. Broadcasting pro- 
grams included football, mu- 
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both parties with the fact that a franchise really meant 
something. 

Many people became prospects through the peculiar 
manner of song number announcements. Johnny Par- 
sons, “L. & G.” publicity man and program author, had 
the announcer ask if the listener’s radio gave him full 
reproduction of all the fine old melody of the last song, 
“Down the Old Ox Road,” just as it sounded in the 
studio, 

After the next number the announcer would ask :f 
the listener heard all the full, deep notes of “The Chant 
of the Swallow”. He would inquire in the same manner 
about the high notes of another song. 

Every program was carefully selected to test the tonal 
range of the listener’s radio. Skillfully it brought him 
to a realization that his radio of two, three or four years 
ago was obsolete—that with a 


catalogs and designed to create “floor traffic.” In other 
words, copy to get the public inside the dealer’s store. 
Many of the dealer ads prepared for nationally known 
proucts fail to do this even though they carry the dealer’s 
name. They are institutional rather than “hot” local ads. 


| ee dealer copy featured “$24 Complete” and 
“Long Easy Terms.” This brought them in. Once 
inside, the dealer showed the prospect the radio set 
advertised and affirmed the printed offer. However, 
while the prospect was on the floor, the dealer demon- 
strated his more expensive sets and in many cases suc- 
ceeded in trading up. 

Rarely was a sale made on the long credit terms 
offered in the dealer’s advertisement. Although willing 
to cheerfully back his advertised offer, the dealer usually 

secured either cash or a 





new set he would not only 
obtain much finer tone, but 
he could also circle the globe 
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larger down payment by 
pointing out the savings in 
carrying charges. While low 
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ily, this distributor believes, 
should own at least three 
radios. 

Another interesting fea- 
ture of these broadcasts was 
the announcement, from time 
to time, of facts proving that 
business was better and that 


gone 


a rr" VECACMCLES 
SHORTWAVE BAND % % 
9% 

200 AVAILABLE CHANNEIS__:* 


“0 | 22 | 24) 26 
— \ WOACYCLEs gy 
SS POLICE G AMATEUR 





used no spectacular sales 
stunts during this campaign. 
Neither were any dealer 
meetings held because they 
believed that during Novem- 
ber and December dealers 
can spend their time most 
profitably in their own stores. 
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man’s decision to buy a radio 
because he wanted to feel 
sure that no salary cuts or 
lay-offs would interfere with 
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of system. Five points credit 
were given for the cheapest 
sets and up to 100 points for 


the sale of the better grade 








his payments. 

These radio broadcasts, as 
we have noted, were planned 
to supplement the manufacturer’s entiousa advertising in 
impressing the quality of Philco reception upon the con- 
sciousness of the public. They further created a desire 
for a radio set that would receive foreign programs on 
short waves. To further this interest and to aid fans, 
Listenwalter & Gough prepared a short wave log telling 
approximately how dials should be set to reach specified 
stations, listing principal short wave stations, both U. S. 
and foreign, and giving the hours during which each was 
regularly on the air. 

The next logical step in this distributor’s selling cam- 
paign was to inform the public where they could buy the 
new Philcos, how much they cost and on what terms 
they could be purchased. To accomplish this special 
newspaper copy was prepared for dealer use. This copy 
did not attempt to sell the product. That job, it was 
assumed, was being successfully accomplished by the 
manufacturer’s and distributor’s advertising. 

Johnny Parson, publicity man, believes that dealer 
copy should be “hot” copy, hard hitting messages with 
the lure of price and terms on the style of mail order 
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A page from the short wave log which developed interest 
in all wave sets 


sets. These could be cashed 
in for prizes ranging from 
jewelry to all-expense vaca- 
tion trips. This distributor has found that, when a sales- 
man gets his heart set on a certain luxury which he could 
not ordinarily afford, he will fight harder for it than 
for a cash award. 

This point system has an advantage over the ordinary 
competitive prize system in that there are ho losers. 
Every salesman stands to win something. No man with 
a low standing loses interest in the contest because other 
salesmen are far ahead of him in sales. 

It is the policy of this distributor to “play ball” with 
the small dealer. The combined sales of these small deal- 
ers are far greater than those of the few larger accounts, 
and their loyalty is real. No large dealer is ever per- 
mitted to buy in huge quantities at a discount. 

This holiday campaign showed that the public wants 
better radio sets. Thousands of cheap midgets came back 
to dealers as trade-ins on the purchase of higher priced 
models. The campaign further demonstrated the value 
to the radio wholesaler, of carefully planning his sales 
promotional efforts and of doing a thorough job of ad- 
vertising for his dealer outlets. 
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THE COUNTER—Complete stocks of supplies and appliances are LOBBY AND STORE DISPLAY—Upon approaching the city counter 

conveniently located to serve dealers and contractors directly from —the Radio and Appliance Service Department and the General 

the counter. There is immediate service with no delay, due to the Office—there is a complete display of washers, ironers and cleaners 
efficient arrangement of stock on adjacent metal shelving 


A Modern 
Electrical Warehouse 


New headquarters of the General 
Electric Supply Corp. in Denver are 
located in the most accessible whole- 


sale district and afford adequate park- 





ing facilities for customers 
CONDUIT RACK and CHUTE — Convenient 


location makes possible efficient handling for 
local pickup—chute speeds up service in as- 
sembling orders 


a3 
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APPLIANCE DISPLAY ROOM—Showing all table appliances, also RADIO and APPLIANCE SERVICE ROOM—On ground floor near 
clocks, small motor-driven devices, food mixers and other labor- city counter. Fully equipped with the latest and most improved 
saving accessories testing equipment available. Special antenna system for radio 
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“Train of Progress. 


Visits 30 Cities 


Kelley-How-Thomson, hardware and elec- 
trical wholesaler of Duluth, tours north 
central territory with nine-car special train 


ARRYING complete displays of the major lines 
distributed by Kelley-How-Thomson Co., Du- 
luth, a “Train of Hardware Progress” recently 

concluded a week’s tour of 30 key cities and towns in 
Minnesota, North Dakota and Montana. 

In addition to a smoker, diner, baggage car and two 
sleepers, the nine-car train carried four exhibit cars. 

Four weeks were required to build the exhibits while 
an additional week was consumed in installing them in 
the cars. Special 32-volt lighting was installed for the 
exhibits and, for operating appliances while the train 
was stationed in towns, standard voltage was supplied. 
Oil-painted wallboard and cloth covered panels were 
used for backgrounds while tables and ledges were cov- 
ered with black sateen trimmed with white tape. 

Twenty-seven manufacturers’ representatives and 15 
members of the Kelley-How-Thomson organization 
traveled with the special train. The electrical exhibits 
were attended by E. A. Weichselbaum, Bond Electric 
Corp., Chicago; Don Couture, Incandescent Lamp De- 
partment, General Electric Co., Minneapolis; G. W. 
Gaidzik, General Household Utilities Corp., Chicago; 
R. F. Kramer, Horton Mfg. Co., Fort Wayne, Ind., 
and C. M. Bough, Landers, Frary & Clark, New Bri- 
tain, Conn. 

Kelley-How-Thomson representatives aboard the 
train included: R. W. Higgins vice-president and 
general manager; George S. Taylor, sales manager; 
J. R. Davidson, traffic manager; A. J. Prescott, ad- 
vertising manager; C. M. Boyd, credit department; 
Clyde Peterson, radio and electrical department, and 
A. J. Newman, manager, Grunow-Northwest Sales Co. 

At each stop spot broadcasts invited the local public to 
visit the train. Newspapers carried advance stories 
and dealers tied in with cooperative advertising. The 
enthusiastic crowds which met the train at all stops 
evidenced a sincere interest in the displays. In some 
towns schools were dismissed to allow the students to 
view the exhibits. In the station at Mandan, N. D., 
a male chorus gave an informal concert. 

“Extensive publicity and good will resulted from 
the tour,” according to R. W. Higgins, vice-president 
and general manager, who accompanied the train. 
“New accounts were opened and more friendly rela- 
tions established with our present accounts. The con- 
sumer interest that was evident throughout the tour will, 
we believe, result in additional sales by our dealers. 

“The intimate association of manufacturers’ and 
wholesalers’ representatives during the period of the 
tour proved of inestimable advantage to both. A more 
thorough knowledge of our major lines was made 
possible, and a keener appreciation of the value of 
wholesaler-manufacturer cooperation was evident.” 
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The special train and its ‘crew’ of Kelley-How men and 
manufacturers’ representatives 





The observation car was given over to radios and 
refrigerators 





A day coach, with seats removed, contained displays of 
hardware and small appliances 





Washing machines, house a... pumps and tools 
occupied this baggage car 
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Men You Should Know 


IRA E. GREENE 


President, Southern Tier Electrical Supply Co., 


Binghamton, N. Y. 


have a single friend like I. E. 
Greene. 

The average man has many friends 
ranging from jolly chaps who are 
the life of the party to pessimists, 
convinced that the collapse of civili- 
zation is imminent. But of them all 
—if he is lucky—the average man 
will have one friend whom he wants 
to see when the world seems topsy 
turvy. This man will see clearly, 
think straight and talk straight from 
the shoulder. Such a man is I. E. 
Greene. 

Intimate associates tell us that one 
of Mr. Greene’s points in gaining 
the loyalty of his men is his habit 
of always speaking well of them, or 
not at all in public. If there is any 
criticism it is offered in a purely 
constructive way—and behind closed 
doors. 

In Mr. Greene the careful ob- 
server will see the character that was 
molded in the early years when suc- 
cess meant a real fight against odds. 
Habits of efficiency were acquired 
in the years when he was struggling 
to secure a college education, earning 
his expenses and tuition at the same 
time. 

Noticeable too is the subtle humor 
of the man, a gentle half hidden 
sense of the ridiculous that is pos- 
sessed only by men who have seen 
life as it is and who place the proper 
valuation on glitter and tinsel. 

His first job of any importance 
was with the Eager Electric Co., 
Watertown, N. Y., manufacturers of 
direct current equipment. This posi- 
tion came after he had spent some 
time at college, where he took an 
engineering course. 

With this experience he was able 
to do drafting, tracing, and blueprint 
work for this firm and the money 
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earned allowed him to 
continue with his 
schooling. However, 
the firm liked his work 
and felt that they 
wanted him on a full 
time basis, instead of 
merely during the time 
he could spare from 
his studies. According- 
ly, they offered him a 
salary which (consid- 
ering the general wage 
scale and his experi- 
ence) was very good— 
too good, in fact, for 
him to refuse. There 
was one stipulation to 
the offer; namely, that he should 
learn stenography. Consequently, he 
dropped out of college, took a six 
weeks’ course in a business college 
and was ready for the new job. 

For some time he worked for this 
company in every branch of their 
business, in the office, supervising 
machine work, making layouts and, 
finally, supervising the installation of 
the jobs he had laid out. Later he 
spent most of his time traveling on 
the road as a salesman for this same 
company. 

After three years’ experience with 
this firm he left their employ and 
went into business for himself, or- 
ganizing the Syracuse Armature 
Works, at Syracuse, N. Y. 


HREE years later he received a 

good offer for his business and 
sold out. The cash which he realized 
seemed like a fortune to him at that 
time, and it was a good sum, con- 
sidering the fact that he had started 
with practically no capital only three 
years before and been able to earn 
an excellent living from the business 
in the meantime. 


Straight Thinker 


|. E. Greene is a why" man who probes 
for a logical answer to many things 
that are accepted by the majority— 
because the majority accept them. This 
capacity for original thinking is the 
basis of Mr. Greene's progress in the 
electrical wholesaling business 


Looking about for a place where 
ke could profitably invest his capital 
he drifted north to the Adirondacks 
and spent several very interesting 
years in the production of lime, 
lumber, and other lines not directly 
connected with the electrical field. 


HEN he returned to Syracuse 

he joined the Mohawk Electri- 
cal Supply Co. and remained with 
them for three and one-half years. 
This was followed by a position as 
salesman for the H. C. Roberts Co. 
covering northern New York State. 
Later he was promoted to manager 
of that company, holding this posi- 
tion for 11 years. At the end of that 
time he bought a half interest in the 
Southern Tier Electrical Supply Co. 
of Binghamton of which he is now 
president, and three years later pur- 
chased the other half interest. 
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FH Theodore Roosevelt | 
p 


The 26th president of 
U. S. during the years 
1901 to 1909 built fame 
for himself and the 
American people with 
his courage and loyalty 
to his principles. His 
foresight made possible 
one of mankind's great- 
est perfections, the 
Panama Canal. 





SWITCHES 


The Colt-Noark line of Safety and Meter Switches 
has earned its dominant position in the electrical 
field because of Colt's continuous striving for per- 
fection. This devotion to perfection has acquired 
for Colt-Noark Switches, a reputation for depend- 
ability and salability that stands unchallenged. 


The Colt-Noark line is complete. It provides a 
switch for every specific need from meter serv- 
ice to motor starting. 





Wholesalers, intent upon making sales history with a 
history-making line, should write for information today. 


COLT’S PATENT FIRE ARMS MFG. CO. 


Pioneers of Protection Since 1836 


ELECTRICAL DIVISION HARTFORD, CONN. 


Boston Chicago New York Philadelphia 


Pacific Coast Representative: H. B. SQUIRES CO. — SAN FRANCISCO, LOS ANGELES, SEATTLE 
EW-3-34 











The “Victory in '33” Honor Roll 


The winners of the Three Grand Prizes in ‘Electrical Wholesaling's"’ Nation- 
wide "Victory in '33" Sales Contests, as announced last month, were 


ko, EIR IS John E. Powell, Graybar Electric Co., St. Louis 
ES TT IE F. J. Valentine, H. Poll Electric Co., Toledo 
Third Prize............ Howard Holiday, F. D. Lawrence Electric Co., Cincinnati 


Winners of 
Monthly Prizes 





O. P. Anderson 
Hartman-Spreng Co. 
Mansfield, O. 





E. C. Lyle 


Westinghouse El. Sup. Co. 


Houston, Tex. 





Leo S. Sanford 
Standard Elec. Sup. Co. 
Milwaukee, Wis. 
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In addition, the following contestants, because of their 
consistent performance, have been selected to receive 


Honorable Mention 


James D. Scanton...W. T. McCullough Elec. Co., Pittsburgh, Pa. 


GEORGE BAITINGER......... Baitinger Electric Co., New York City 
R. M. SHAEFFER.......... Colonial Electric Co., Philadelphia, Pa. 
PHILIP SCHAEFFER... West Phila. Elec. Sup. Co., Philadelphia, Pa. 
We ee We haces Westinghouse Elec. Supply Co., Houston, Tex. 
R. L. SNopGRAss...... General Elec. Supply Corp., Houston, Tex. 
SE PS i ii VA Hartman Spreng Co., Mansfield, Ohio 
O. C. S1EGEL....Wetmore-Savage Elec. Sup. Co., Providence, R. I. 
2 BRA. COA. Graybar Electric Co., Chicago, Il. 
QiP. AMIN, 06 2 65 EH Hartman Spreng Co., Mansfield, Ohio 
James I. Murray....W. T. McCullough Elec. Co., Pittsburgh, Pa. 
CS. Deere... ice. ReQua Elec’l Supply Co., Rochester, N. Y. 
D. PF. ROMINGER. .. .aghewcs Hartman Spreng Co., Mansfield, Ohio 
L. B. StausacH....F. D. Lawrence Electric Co., Cincinnati, Ohio 
AD Sa IS dire das x crenieedtes Graybar Electric Co., Chicago, Ill. 
a S| ReQua Elec’l Supply Co., Rochester, N. Y. 
R. R. DEWEEs...... Westinghouse Elec. Sup. Co., Philadelphia, Pa. 
a ee Baitinger Electric Co., New York City 
Bup NELSON.......... Hyland Electrical Supply Co., Chicago, Ill. 
W. S. BarcLay........ ReQua Elec’l Supply Co., Rochester, N. Y. 
Z, 5, CNIS, ove sin bon aesed Allen Electric Co., Cleveland, Ohio 
THomAS J. WHALEN....ReQua Elec’] Supply Co., Rochester, N. Y. 
i eae Baitinger Electric Co., New York City 
ELBERT WILLIAMS........ Colonial Electric Co., Philadelphia, Pa. 
A. W. YouNGQUIST...... Graybar Electric Co., Washington, D. C. 
Easony L. PUCERTT..........0. City Electric Co., Syracuse, N. Y. 
a, Aree Baitinger Electric Co., New York City 
Ba BG cds sc wes Crescent Electric Supply Co., Burlington, Ia. 
i. ... eee Elliott-Lewis Electrical Co., Philadelphia, Pa. 
M. S. BITTERMAN...... Hyland Electrical Supply Co., Chicago, II. 
i ee ee eer City Electric Co., Syracuse, N. Y. 
Leo SANFORD...... Standard Electric Supply Co., Milwaukee, Wis. 
H. M. Matcuetr....W. T. McCullough Elec. Co., Pittsburgh, Pa. 
En, Be I cass Fs a eens Franklin Electric Co., Philadelphia, Pa. 
BF. CIEE. «5c. oe ccins Joseph Kurzon, Inc., New York City 
im: TIE bs 6 cicee cincecs Baitinger Electric Co., New York City 
Bs, ai oko dae cet Allen Electric Co., Cleveland, Ohio 
Tuomas B. WATKINS........ L. A. Woolley, Inc., Buffalo, N. Y. 
FraNK Harwoop..Standard Electric Supply Co., Milwaukee, Wis. 
pS ere Interstate Electric Co., New Orleans, La. 
NE cs vc teas va ewe Frankelite Co., Cleveland, Ohio 
Ri TI Sik is Seas ol Allen Electric Co., Cleveland, Ohio 
Per re Cre Joseph Kurzon, Inc., New York City 
SE Frankelite Co., Cleveland, Ohio 








Winners of 
Monthly Prizes 





A. G. Bird 
Graybar Electric Co. 
Flint, Mich. 





Harry G. Baumgarten 
General Elec. Sup. Corp. 
Los Angeles, Cal. 





Arthur H. Youngquist 
Graybar Electric Co. 
Washington, D. C. 
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We Believe That— 


The Electrical Wholesaler Can Best 
Contribute to National Recovery 


Through 
Creative Selling 
Capable Management 
Coordinated Industry Effort 








| 








Next 
Month 


>. the past five years electrical wholesalers have 
faced a market for new construction that has steadily 
dwindled to almost the vanishing point. 

While new commercial and industrial construction, 
other than Government projects, has as yet shown no 
appreciable signs of renewed activity, new residential 
construction has very definitely turned upward during 
recent weeks and there is every indication that this 
upward trend will become more pronounced as we 
advance into the spring season. There are further in- 
dications that an appreciable amount of modernization 
work in existing residences will also be undertaken this 
year. 

Electrical wholesalers are vitally concerned with any 
revival of the home building market. It is to their 
interest that all new homes and all modernization jobs 








| 
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provide for adequate wiring—based on 1934 standards 
—and for the full use of the latest electrical equipment. 

To obtain these results it is necessary to reach the 
architect and the speculative builder. These two groups 
have been practically idle for five years. During this 
period manufacturers have developed many new and 
improved wiring devices, the technique of home light- 
ing has advanced and the public has become more 
conscious of the advantages of electrical equipment for 
the home. 

Have architects and builders kept abreast of these 
developments? Do they realize that the homes which 
they designed and built back in ’28 are electrically 
obsolete today? 

Believing that there is an immediate need for mak- 
ing available to these men an up-to-date review of 
what constitutes an adequate electrical installation in 
the home, ELectricAL WHOLESALING will devote its 
April issue to “The Modern Electrical Home of 1934.” 
Several thousand extra copies will be printed for dis- 
tribution among architects and builders. 

Local associations of electrical wholesalers and local 
electrical leagues are cooperating by supplying us with 
the names of active architects and home builders. Our 
wholesaler readers are invited to also send in names, 
especially in territories where there are no local asso- 
ciations or leagues. Copies of our April number will 
be distributed to all such names as long as the supply 
lasts. 

It is very important that this story be also carried to 
the electrical contractor. This will be done by ELec- 
TRICAL CONTRACTING, which will likewise devote its 
April number to the Modern Electrical Home. 

By telling the same story to the contractor, the archi- 
tect and the home builder, it is our belief that the elec- 
trical wholesaler, with proper follow-through on the 
part of his own salesmen, will obtain a larger share of 
the money to be spent this year on the building of new 
homes and the modernizing of old ones. 


v 


The Independents’ 
Opportunity 


URING the past three years, local associations of 
electrical wholesalers have been formed in no less 
than 10 of the principal trading areas of the country 
and there is every indication that more of these groups 
will soon be organized. 
These associations, in most cases, are composed 
entirely of independent wholesalers. They have been 
created to meet definite local needs and their accom- 


ELECTRICAL WHOLESALING 














plishments to date have fully justified their existence. 

Finding that they had many problems in common, 
especially in connection with the policies and practices 
of the manufacturers, these groups have been working 
in close cooperation, through frequent correspondence, 
for many months. 

The need for a central clearing house for these local 
groups, which has been apparent for some time, led 
to a conference of their executives held in Chicago 
last month. At this conference it was voted, subject 
to ratification by the associations represented, to form 
a permanent National Council of Electrical Whole- 
salers with headquarters in New York. There appears 
little doubt but what every group represented at the 
Chicago meeting will vote to support this Council. 

Thus the independent wholesaler will soon: be called 
upon to contribute to the support of two national 
organizations, NEWA and the new National Council. 

NEWA is recognized by NRA as the trade associa- 
tion of the electrical wholesaling industry. It will 
function as the supporting vehicle for the Divisional 
Code Authority and the local Industry Commissions 
as soon as the Supplemental Electrical Wholesaling 
Code is approved. 

Its committee activities, however, will be paralleled 
by the new National Council. Electrical manufacturers 
will receive recommendations as to their selling policies 
from two national organizations, both claiming to 
represent the electrical wholesaling industry. 

This situation is most unfortunate. It will not only 
confuse the manufacturers, but it will tend to drive 
apart rather than bring together the “chain” and 
“independent” elements of the industry. 

Quite obviously, either NEWA has failed to sell 
itself to the independent group, or the independents 
have failed to grasp the opportunity afforded them by 
NEWA. Otherwise the delegates who met in Chicago 
last month would not have considered setting up a 
new national organization. 

Prior to the passage of the Recovery Act, inde- 
pendent membership in NEWA was negligible and its 
activities were, of necessity, largely carried on by the 
“Big Three.” Under the NRA, however, it was neces- 
sary that it become “truly representative.” Dues were 
reduced to make it possible for the small independent 
to come in and it now claims to represent 61 per cent 
of the industry by number and 80 per cent by volume. 

Today, the independents have control of NEWA. 
They have approximately 250 votes as against only 
35 for the three “national” houses. Why, then, cannot 
NEWA function as the national clearing house for 
the steadily increasing number of local associations and 
thus relieve the independent wholesaler of the burden 
of supporting two national organizations? 

The independents, if they will, can elect one of their 
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own number as the next chairman of NEWA. In fact, 
members of the present NEWA administration are 
unofficially reported as favoring the election of an in- 
dependent wholesaler as the next chairman of the 
Executive Committee. The independents can, if neces- 
sary, discard the traditions that this executive must 
be located in New York and that he must be selected 
from among the members of the Executive Committee. 
Under the leadership of this new chairman, necessary 
changes can be made in the Constitution and by-laws 
of NEWA to provide for membership on the Execu- 
tive Committee of representatives of the local asso- 
ciations, with a minority representation from the three 
“national” houses. 


By thus re-vamping its organization structure to 


meet the present needs of the industry and by vesting 
its control in the independent group, which comprises 
about two thirds of the industry both in number and 
in volume, NEWA should be capable of accomplish- 
ing the purposes for which the new National Council 
has been created. At the same time, it would act as 
the industry’s planning and adjustment agency under 
the NRA. This dual function should give the added 
advantage of close coordination between the Industry 
Commission and the local association in each district. 

By having the majority vote on the Executive Com- 
mittee, the independents would exercise control of the 
Association’s activities. On the other hand, the minor- 
ity, representing the “national” houses, would provide 
the opportunity for such men as George Cullinan, Bonn 
Clark,, J. L. Buchanan and Walter Drury to continue 
their valuable services to the industry and to the Na- 
tional Association. 

ELECTRICAL WHOLESALING vigorously opposes the 
idea of two trade associations in the electrical whole- 
saling field. It strongly urges that the independents 
reconsider their recent action in setting up a new or- 
ganization which would largely parallel the Association 
officially recognized by NRA as representing the elec- 
trical wholesaling industry, the Association which will 
be responsible for the administration of the industry’s 
code. 

Whatever reasons the independents may have had 
for holding aloof from NEWA in the past, these rea- 
sons do not exist Now. This is no time to allow 
grievances, real or fancied, to becloud the issue. Never 
has the industry been presented with an opportunity 
like the present. It is a time for broad minded and 
intelligent men to get together, adjust such differences 
as may exist, effect compromises where necessary and, 
out of NEWA and the proposed Council, build a single 
strong, aggressive trade association which shall truly 
represent the entire electrical wholesaling industry. 
The responsibility for accomplishing this rests with the 
independents. 
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FOR THE BIG PU 





GQUARE TJ 


ELECTRICAL EQUIPMENT 


SQUARE J) COMPANY 


SWITCH AND PANEL DIVISION, 
DETROIT, MICHIGAN, U.S.A. 


WARE TD) COMPANY 
STRIAL CONTROLLER DIVISION 
AUKEE, WISCONSIN, U.S.A 











Our organization is ready to drive ahead with you—for you— 
in the Big Push towards economical production—and profits. 


Shrewd executives recognize that worn-out or obsolete elec- 
trical distribution and industrial control apparatus can break 
production schedules at great loss of time and money. Building 
owners and householders, for the first time in several years, are 
making comprehensive repairs and replacements of switches, 
distribution apparatus and controllers. 


Square D is prepared to help electrical distributors meet this 
emergency —with full stocks of new lines and new equipment 
—all outstanding Square D quality. Our highly trained, thor- 
oughly experienced field force of consultants is at your command 
—to aid in serving your customers—to aid in selecting such 
stocks as will meet the growing demand. 





These Square D men are application engineers—specialists 
in analyzing electrical distribution and control requirements, and 
in selecting and adapting the right equipment. They'll give you 
a conscientious and honest recommendation. 

Let us demonstrate—at no cost to you—how we can help 
in the Big Push. 


Get in touch with us today. 


SQUARE J) COMPANY 


oO ein &@ l'T ysa MILWAUKEE 


MICHIGAN WISCONSIN 


AFFILIATED WITH DIAMOND ELECTRICAL MANUFACTURING CO., LTD., LOS ANGELES, CALIFORNIA 























Vv BETTER LIGHT — BETTER SIGHT 7. 








T Housanps of automotive service 
stations need better interior lighting. Wash 
racks and greasing pits, especially, require 
plenty of light, properly directed so as to 
illuminate all parts of the car 





Some Examples of 





for 


A good job of car washing requires under- ‘ " 
fender lighting in addition to the regular wash 

rack lighting. The under-fender lighting in Greasing Pit 
the service station shown at the right is sup- 

plied by two groups of 150-watt lamps in 
mirrored glass reflectors. The reflectors are 
protected from damage by a glass housing 
which also prevents dirt from accumulating on 


the reflecting surfaces. Fifteen lamps are 
provided on each side of the rack. 


The general wash rack lighting is from two 
rows of porcelain enameled angle reflectors 
suspended along either side of the rack and 
equipped with 150-watt lamps. Thirteen 
lamps are used in each row. 


Another example of good wash rack lighting 
is shown at the top of the page. Here, again, 
under-fender lighting is provided as shown in 
detail in the smaller picture. 





Where a conveyor system is not used, three 
to four 150-watt lamps in similar equipments 
may be used on either side of the rack with 
satisfactory results. A corresponding number 
of lamps with a somewhat wider spacing than 
shown here would be suitable for lighting 
beneath the fenders. 
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Vv BETTER LIGHT — BETTER SIGHT bg 








These installations have been selected 
by Nela Park engineers as typical of the most 
advanced methods of lighting the wash racks 
and greasing pits of automotive service sta- 


tions 





The single car rack, shown above, is well 
lighted by four 200-watt lamps in porcelain 
enameled angle reflectors, located on either 


Planned Lighting ce aE 


the 
and Wash Rack 





(Above) This pit lighting installation in a 
large Chicago garage consists of eight No. 
5710 Benjamin pit lighting units recessed in 
the concrete side walls and equipped with 
150-watt lamps. While these units have clear 
glass cover glasses and wire guards, refract- 
ing cover glasses may be used when desired. 


(Left) A pit of this type, which has no side 
walls, may be effectively lighted by staggered 
rows of porcelain enameled angle reflectors. 
In this installation, as is recommended in oth- 
ers of this type, .150-watt lamps are used. 
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‘Midget” WIREMOLD 


Everybody says this “200” SERIES 








BREAK OFF 
217 ADJUSTABLE . AT LENGTH 
DESIRED! 

















214 PULL BOX 
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BASEBOARD— -.....2 











Neat! Strong! No. 217 internal elbow 
has one adjustable leg scored in four 
— sections. You can break it off 
to Tit 
































BOXES 


See double knockout on 243. Gives 
you choice of either straight edge or 
center line job — with a smooth, stream- 
line effect! 











CHOICE OF STRAIGHT EDGE- 
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Like all WIREMOLD products, No. 200 Series, the Midget Size WIREMOLD, is designed 
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makes a slick job! 





is a Honey/’” 


Easy to install — and How! 


























203 CONCEALED CLIP 


“Invisibility 
Plus 
Strength!” 








200 
THE MIDGET 
WIREMOLD 


201 COUPLING 


UPPORTING 
FITTINGS 








Invisible coupling and invisible clip! 
Choice of two strong, rigid methods of 
concealed support. Clip may be lo- 

















cated at any point! 
<2m 


HOOK WIREMOLD BEAD OVER 
_ ONE EDGE OF CLIP AND SNAP ON! 




















251 
Adapter 
Receptacle 





289 Reducing Connector 


TARTING 
FITTINGS 


No. 251 provides a neat method of 
extending from any existing receptacle 
outlet. No. 289 connects with any 
WIREMOLD fitting having a 500 


knockout! 

















with the needs of contractors first in mind — THE WIREMOLD COMPANY, Hartford, Gonn. 
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Local WholesalerAssociations 
to Form National Council 


Delegates from New York, Boston, Philadelphia, Detroit, Chi- 
cago, Davenport, Minneapolis and Seattle, representing 215 
electrical wholesalers, hold three-day conference in Chicago 


A CONFERENCE of executives of 
local wholesaler associations, held 
in Chicago, February 12-14, brought 
together representatives of eight local 
groups with a total membership of 215 
wholesalers. 

The delegates who attended the con- 
ference were: R. L. Simon, president 
and J. A. Hawks, managing director, 
Eastern Electrical Wholesalers Asso- 
ciation, New York City; F. R. Eise- 
man, president and G. S. Steiner, secre- 
tary, Chicago Electrical Wholesalers 
Association; J. W. Alexander, manag- 
ing director, Electrical Wholesalers 
Association of Philadelphia; S. S. Ep- 
stein, managing director, Northeastern 
Electrical Wholesalers Association, 
Boston; Arch McKay, representing the 
wholesaler division of the Electric Club 
of Detroit; D. E. Ford, president, 
North Central Electrical Wholesalers 
Association, Minneapolis; E. S. Kim- 
mel, chairman, Iowa Electrical Whole- 
salers Association, and Harry Byrne, 
president, Puget Sound Electrical 
Wholesalers Association, Seattle. Mr. 
Byrne also acted as the authorized rep- 
resentative of the electrical wholesalers 
of Los Angeles. 


The conference voted (subject to 
ratification by the Associations repre- 
sented) that a permanent National 
Council of Electrical Wholesalers be 
formed, that Julian A. Hawks, manag- 
ing director of the Eastern Electrical 
Wholesalers Association, be appointed 
managing director and that Messrs. 
Simon and Steiner be selected as chair- 
man and secretary of the Council, re- 
spectively. It was further proposed 
that all voting be by associations, each 
local group being entitled to one vote 
regardless of the size of its member- 
ship. Each association would send two 
delegates to council meetings. These 
delegates would be the president and 
managing director, or their alternates. 
Proxy voting would be permitted when- 
ever a local group found it impossible 
to send personal delegates. Emergency 
matters that could not await the calling 
of a meeting would be handled by mail 
vote. Headquarters of the Council 


would be at 22 E. 17th St., New York 
City. 

Mr. Hawks was authorized to draw 
up and submit a model constitution and 


by-laws for the member associations 
which would set up uniform qualifica- 
tions for membership and provide com- 
mon operating methods for all local 
groups. It was further decided to do 
everything possible to aid in the organ- 
ization of local associations in those 
cities where the industry is not so or- 
ganized at present. Letters were re- 
ceived during the conference from St. 
Louis, Milwaukee and other cities ask- 
ing for a full report of the proceedings 
and advising that the wholesalers in 
these cities were actively considering 
the formation of local groups. 

After a lengthy discussion on the 
subject of privileges extended to retail 
chains by manufacturers the conference 
voted to make a further study of this 
practice with a view to bringing about 
its eventual elimination. 

It was voted that the secretary in- 
form all manufacturers of the desire of 
the conference for a uniform discount 
date, preferably the 10th prox., with an 
additional five days of grace. 


A resolution was adopted which op- 
posed manufacturers’ agents acting in 
the capacity of wholesalers, also direct 
selling by manufacturers to contractors 
and dealers, and requesting manufac- 
turers to instruct their agents to sell 
only through legitimate electrical 
wholesalers. 

The following 


resolution covering 


gross margins was unanimously voted: 
“Whereas experience has proven that 
the legitimate electrical wholesaler re- 
quires a minimum of 20 per cent gross 
profit (on his selling price) on all de- 
liveries made from wholesaler’s stock, 
therefore be it resolved that the secre- 
tary be instructed to request all manu- 
facturers to take this into consideration 
when publishing price sheets and un- 
der no circumstances to provide for a 
gross profit of less than 20 per cent of 
the wholesaler’s selling price.” 

The Mazda lamp situation was dis- 
cussed at length, especially the three 
per cent list charge on direct shipments 
and the $1.50 charge on all orders in 
excess of 17 placed by “B” agents. A 
committee, consisting of Messrs. Simon, 
Rosenthal and McKay, was appointed 
to study the matter further and auth- 
orized to arrange for a conference with 
the manufacturers “in an effort to rid 
the industry of the evils that have 
arisen in the Mazda lamp situation, in- 
cluding the indiscriminate appointment 
of both ‘B’ and ‘A’ agents, especially 
among non-electrical outlets.” 

Free lamp renewals by public utili- 
ties were discussed and unanimously 
condemned. 

After a thorough discussion of re- 
sales on schedule material the confer- 
ence voted unanimously in favor of 
discount schedules based on a quantity 
rather than a monetary basis. A dif- 
ference of opinion developed as to 
whether the schedules should contain 
two or three steps and it was decided 
to secure further opinions from all sec- 
tions of the country before making 
recommendations to the manufacturers. 

The visiting delegates were guests of 
the Chicago Electrical Wholesalers As- 
sociation at a dinner held on Tuesday 
evening. Other guests included: J. C. 
Schmidtbauer and Riley DeLano, 
Westinghouse Electric Supply Co.; J. 








Some of the "Brass Hats": Who attended the conference of local electrical 


wholesaler associations in Chicago, February 12-14. 


“Bob” Simon, president, 


Eastern Electrical Wholesalers Association, New York City; S. S. Epstein, man- 
aging-director, Northeastern Electrical Wholesalers Association, Boston, and S. J. 
Rosenthal, Chicago, J. W. Alexander, managing director of the Philadelphia asso- 
ciation and A. N. Anixter and Van N. Marker of the Chicago association. 
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H. Gleason, Graybar Electric Co.; 
Ralph Steffens, Electric Association of 
Chicago, and E. T. Rowland, Electrical 
Wholesaling. F. R. Eiseman acted as 
toastmaster and brief remarks were 
made by Messrs. Simon, Byrne, 
Schmidtbauer and Gleason. 


At the conclusion of the sessions, 
Mr. Simon stated: “The Council plans 
eventually to make a thorough study 
of each commodity with each local as- 
sociation, pooling the results and thus 
offering to manufacturers information 
and data which should be of material 
assistance to them in-determining their 
sales policies and resale schedules. 


“During the conference every sym- 
pathy was shown for the manufacturer 
and it will be the aim of the Council 
to constantly strive for more sympa- 
thetic relations between wholesalers 
and manufacturers. All decisions made 
during the three days of meetings were 
unanimous, and more productive work 
was accomplished in this short space 
of time than at any conference of an 
entire week’s duration that I have ever 
attended.” 





"Home of Tomorrow" Dedicated at Mansfield: Dedicated to the women of 
America, Westinghouse’s 87 kw., eight room “Home of Tomorrow” at Mansfield, 
Ohio, stands as the engineer’s conception of what may be expected in household 
equipment five or 10 years hence when the convenience, comfort, health and high 
standard of living made possible by its electrical and mechanical equipment are 


known to the general public. 


about 30 times that of the average electrically equipped home today. 


It will consume 18,000 kilowatt hours annually, or 


Nineteen 


built-in motors perform various household services. The house is completely air 
conditioned from a weather room located in the basement. 





A Line that Can be Sold —-NOW 


Appliance dealers and industrial plants afford the wholesaler 
immediate opportunities for the sale of small circuit breakers 


By W. J. WEAVER 


Sales Manager, Bryant Electric Co., 
Bridgeport, Conn. 


HERE aretwo markets immediately 

available to the wholesaler’s sales- 
man which afford unusual possibilities 
for the sale of circuit breakers for 
motors of one horsepower and less. 

Within the industrial maintenance 
market breakers of this type provide 
an opening wedge for greater sales. 
Manufacturers are stepping up their 
production schedules, necessitating the 
re-establishment of maintenance appro- 
priations. Unrepaired motors and 
equipment that have been allowed to 
accumulate during the past few years 
must once again be returned to a state 
of maximum efficiency and this requires 
that they be provided with adequate 
control. 

Factory superintendents and main- 
tenance engineers are constantly seek- 
ing to preserve the effectiveness of un- 
interrupted operating schedules. In 
many factories wholesalers’ salesmen 
will discover that, where sustained 
overloads or successive peak loads 
occur frequently, the low first cost and 
ease of installation of circuit breakers 
are facts of interest to those in charge 
of industrial maintenance. 

Electrical appliance dealers comprise 
the second large immediate market for 


circuit breaker protection for small 
motors. Each year a tremendous sum 
is expended by appliance dealers in 
servicing and replacing motors, ruined 
by excessive overloads. These exces- 
sive service costs rapidly wipe out the 
profits which the dealer should realize 
from the sale of an appliance. 

While a few appliances of recent 
manufacture have been equipped with 
built-in circuit breakers, such protec- 
tion is entirely omitted today on most 
appliances. Washing machines, ironers, 
small grinders, farm pumps, etc., can 
be found in dealers’ stores equipped 
with either snap or toggle switches 
without overload protective features. 

Washing machine motors are fre- 
quently overloaded when clothes be- 
come bunched in the tub, or when 
heavy material is passed through the 
wringer. By equipping the machine 
with a circuit breaker the motor will 
continue to operate on overloads of 
short duration, but immediate and posi- 
tive protection is afforded whenever a 
sustained overload threatens to stall the 
motor, thereby resulting in costly dam- 
age and motor failure. Breakers are 
equally desirable with ironing ma- 
chines which are always liable to ex- 
cessive overloading of the rolls. 


Oil burners differ from washers and 
ironers in that they operate at various 


times throughout the winter season and 


without much attention. Automatic 
temperature control through relays 
start and stop operation. Motor pro- 


tection is essential and the installation 
of a circuit breaker will safeguard 
against the fire hazard which might 
result from an overloaded motor cir- 
cuit. The circuit breaker will reduce 
service costs and, at the same time, 
afford maximum protection. This 
factor is of tremendous importance to 
dealers within this field. 


Automatic water systems receive very 
little attention and in cases of power 
interruptions, which may be expected 
at certain intervals, the motor may be 
called upon to start on an overload. 
In cold weather, when the lubrication 
is thick and bearings dry, overload 
starting is liable to damage the motor. 
The necessity. for a protective device, 
under these conditions, is obvious. 


The possibility of the danger of an 
overload to the endless applications for 
small motor driven appliances within 
this market is of itself sufficient reason 
to justify the general installation of 
circuit breakers by appliance dealers. 

Each month, during the current year, 
a specific product or group of products 
will be selected for its immediate sales 
possibilites and our distributors’ sales ac- 
tivities will be built around the item 
or items selected for promotion during 
that month. 

For the reasons outlined above, we 
chose small circuit breakers as the first 
line to be promoted under this “Sales 
Activator” plan. 
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Po fundamental idea back of the revolutionary type of catalog list- 











ings as developed in this Ready-Reference Catalog is to show together 
various types of material having similar ratings, uses, and in a general 
way come in under the same classification. 


@ The purchaser, under this method, may review at a glance, in one 
place, all the switches of various types available for any given rating and 
classification. 


@ Frequently a purchaser not familiar with all types of Switches furnished 
will buy the wrong switch for a specified requirement, which could have 
been avoided if he (the purchaser) had been able to get a “bird’s eye” 
picture of all types available. 
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—_ listing of our regular Enclosed and Safety Switches. 
2 | seid 
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types of material having in general the loging. 








@ This new Ready-Reference Catalog was explained and illustrated in 
detail in February “Trumbull Cheer.” 


@ It is now being mailed to our entire catalog mailing list. 


@ This catalog should prove a “God-send” to wholesalers’ salesmen 
because it reduces catalog bulk by two-thirds, in addition to giving com- 
prehensive catalog listings in more convenient and accessible form. 


THE TRUMBULL ELECTRIC MFG. CO. 


Plainville. & GENERAL ELECTRIC @B ORGANIZATION Conn. 
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Letters from 


Wholesalers 


Protest Credit Terms 


Codes No Excuse for Making 
"Every Day a Pay Day" 
To THE Epiror: 

Your August issue, page 14, has an 
article entitled ‘Wholesalers Should 
Actively Oppose Unsound Manufactur- 
ers’ Policies.” 

Although six months have since 
passed, I am not at all uncertain but 
what such an article in your March 
issue would do a lot to cure present 
day evils. 

I know of no better way of bringing 
about a house-cleaning than through 
the medium of the press for, individu- 
ally, my voice is indeed weak, and 
though every independent wholesaler 
feels that he has been discriminated 
against on many lines yet, individually, 
he has no definite evidence in his pos- 
session that he can place on the table. 
Therefore, individually, he is reluctant 
to start something he cannot finish. Al- 
most every week brings to light another 
situation that a wholesaler was not cog- 
nizant of previously. 

I should like to acquaint you with 
a little personal cooperation we have 
given to the movement against “Terms 
—By Law!” Enclosed is a copy of a 
letter dated January 2, and mailed Janu- 
ary 10, with a check, to 143 manufac- 
turers. There is also enclosed our letter 
of February 10, which has also been 
mailed to the suppliers we have bought 
from. 

This morning, three letters have been 
received in response to the February 10 
letter, each agreeing to the terms sug- 
gested. 

Wo. J. Kranzer, Treasurer, 

Crannell, Nugent & Kranzer. Inc., 

New York City. 


Letters Sent to Manufacturers 
by Mr. Kranzer 
January 2, 1934. 
offer 


Wholesalers, quite generally, 


, their customers the privilege of a cash 


discount 
On the 10th prox. 
For years past, this has 
practice, with the bulk of 
arriving between 
the 11th and 15th. 
On much that we purchase (probably 
more than half) we receive terms of 
the 15th prox., many manufacturers 
having recognized the advisability of 
extending terms which parallel the 
wholesaler’s selling terms. 


been the 
payments 


Since we purchase from at least 250 
concerns each month—cleaning up a 
month’s billing at one time is most eco- 
nomical for us, and for years past, this 
has been our habit. 

In view of these facts, we would 
appreciate your extending us terms of: 

lhe Cash Discount on the 15th prox. 

We trust these terms are acceptable. 

CRANNELL, NUGENT & KRANZER, INC. 

February 10, 1934. 

We want to thank the manufacturers 
who responded to our letter of January 
2, enclosed with our checks, mailed on 
January 10. 

Many of us have a little curiosity as 
to what the other fellow does and says, 
and with this thought in mind, may we 
advise that 143 letters were mailed on 
January 10, and if the old adage holds 
true, that, “Silence gives consent,” then 
we can state that 75 per cent of our 
suppliers are agreeable to these terms, 
since we have received 55 written re- 
plies, 17 of which agree to the 15th 
prox. Thirty-eight write us as follows: 

9 Manufacturers—Strictly 10 days. 
6 Manufacturers—Semi-monthly. 

23 Manufacturers—10th prox. 

The majority of these 38 replies 
quoted sections of the NEMA Code !— 
BUT—the CODE is what each manufac- 
turer files for himself, and we are not 
unmindful of the fact that any manu- 
facturer may file a change of his terms, 








Detroit's Delegate: Arch McKay, Mc- 
Naughton-McKay Electric Co., was se- 
lected by the electrical wholesalers of 
Detroit to represent them at the confer- 
ence of local electrical wholesaler asso- 
ciations held in Chicago last month. 


just as he is at liberty to file a change 
of his prices. 

Within the past week, several manu- 
facturers have filed a change of terms. 
We know of others contemplating simi- 
lar action. These revised terms will 
read, in part, 

“(?) % 10th prox., acceptable if re- 
mittance is mailed on or before the 
15th, as evidenced by postal cancella- 
tion—net thereafter.” 

That wording is good common sense, 
and is practical, and should have the 
approval of manufacturers as well as 
wholesalers. 

Consider, if you will, the problem 
confronting wholesalers on terms today, 
when every day is Pay-Day to Some- 
body, with cash discounts ranging— 
net, no discount, % of 1, 1, 2, 3, 5 and 
10 per cent; and then the terms are 
10 days or three payments within a 
month—15 days or semi-monthly settle- 
ments—the 5th prox.—the 10th prox.— 
and the 15th prox. 

We are whole-heartedly in favor of 
terms the 10th prox., acceptable if re- 
ceived by the 15th, and trust that you 
will see your way clear to arrange such 
terms for us. 


CRANNELL, NUGENT & KRAnzeEr, INC. 
v 


Short Terms Threaten Existence 
of Small Wholesalers 


To THE EpiTor: 


Recent changes from liberal credit 
terms by certain manufacturers to strict 
enforcement of their printed sheets is 
a very important matter. If these manu- 
facturers, who are now enforcing their 
printed terms, continue their present 
attitude, it will mean that a lot of 
wholesalers will be forced out of busi- 
ness or into receivership. 

A number of the manufacturers, with 
whom we have dealt for years, have 
always had printed terms which were 
not enforced. At least they were not 
with us. Now the Code comes along, 
and they tell us that they must live up 
to the Code, that special terms are 
withdrawn, and everything has to be 
cash on the line, in strict accordance 
with their printed sheet. 

Undoubtedly, this is exactly what the 
President did not want. From every- 
thing I have read and all the speeches 
I have heard, it is the President’s idea 
to give small business longer credits, 
and not to force them to meet terms 
that they never had to meet, even in 
good times. 

I can give you a list of these manu- 
facturers to whom I refer, but I hesi- 
tate to do this because we are continu- 
ing to do business with them and such 
publicity might affect us unfavorably. 

It would seem to me that the Code 
Authorities should insist upon the 
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manufacturers living up to the terms 


that they had before the Code went into - 


effect, and not some printed sheets that 
were rarely if ever enforced. 
STARBUCK SPRAGUE, President, 
Sprague Electrical Supply Co., 
Waterbury, Conn. 


Vv 


Semi-Monthly Payments 
Impractica 
To THE EpiTor: 

The wholesaler is being imposed 
upon by the manufacturers under the 
pretense of “Code Regulations” (‘which 
they made themselves) compelling the 
payment of bills twice a month in order 
to obtain the cash discount to which 
the wholesaler is rightfully entitled, for 
the risk of carrying innumerable ac- 
counts and advancing the money on 
these accounts to the manufacturer. 

Many banks are now enforcing a 
charge for drawing a check so that it 
costs approximately eights cents to mail 
each check, to say nothing of the office 
expense of additional double voucher- 
ing of accounts. This double payment 
and additional expense is unwarranted. 
It is a cost that cannot be passed on 
to customers who are universally re- 
fusing to pay before the 10th or 15th 
prox., and who then insist upon taking 
the cash discount. 

Some manufacturers have already 
found that the twice a month payment 
is not practical and we are glad to see 
that a movement has already been 
started to correct this evil. Everything 
should be done to make those manufac- 
turers, who are taking this advantage, 
go back to once-a-month payments. 

We quote from a letter just received 
from a large Eastern manufacturer: 
“We have filed with the NRA Code 
Authority a change in our cash dis- 
count terms which, on bills on and after 
February 9, will be 5%—10th prox., 
acceptable if remittance is mailed on or 
before 15th, as evidenced by postal can- 
cellation. 

“We have felt for some time that 
twice a month settlements to obtain 
cash discounts were a hardship to our 
valued distributors and it is with genu- 
ine satisfaction that we announce the 
above change.” 

There are many manufacturers under 
the Code who allow 15th prox. settle- 
ment but others, who have tried to put 
over twice a month payment where they 
formerly were paid but once a month, 
are causing much annoyance and un- 
necessary expense. 

Anything that you can do to correct 
this evil will be appreciated by the 
entire Wholesale Electrical Trade. 

Henry L. WALKER, President, 
The Henry L. Walker Co., 
Detroit, Mich. 





Every One a Hustler: This group we met at Weiss-De Veau Co., in Brooklyn, 


N. Y., turned out to be a bunch of smiling hustlers. 
H. H. Fishkin, purchasing agent; D. W. Thompson, representing 


in front are: 


From left to right those 


Landers, Frary & Clark; F. M. McDonnell, lamp specialist, and George Hamil- 


ton, industrial sales specialist. 
go-getters from the city sales counter. 


Dun & Bradstreet Reports Upturn 
in Electrical Supply Trade 


With increased activity among manu- 
facturers and wholesalers resulting 
from actual buying on the part of the 
public and not from a desire on the part 
of retailers to accumulate stock, the 
electrical supply trade, with the excep- 
tion of a few divisions, has made a more 
favorable start than in any year in the 
past four. 

The sizable increase in the value of 
building permits in January, which went 
to a high of 120 per cent in some dis- 
tricts, as compared with the 1933 rec- 
ord, has_ brightened prospects for 
manufacturers of electrical fixtures, 
while the general outlook is far more 
favorable than at the beginning of last 
year, when the trade was disorganized, 
prices were falling rapidly, and orders 
had been reduced to negligible pro- 
portions, according to a survey of the 
electrical supply trade, which has just 
been completed by Dun & Bradstreet, 
Inc. 

Operations of manufacturers have 
gained by a growing percentage with 
each succeeding week this year, and 
production schedules have been wid- 
ened from 15 to 20 per cent from those 
obtaining at this period in 1933. Or- 
ders have been chiefly from industrial 
plants, with small-sized motors in un- 
usually brisk demand. 

Manufacturers are finding that the 
policy of price publicity, embodied in 
the Code, under which they now are 
working, is having a stabilizing effect 
on production, as well as on the mar- 
ket. For, under the code’s provisions, 
trade associations, functioning as code 
committees, forward price lists or price 
change announcements, filed with them 
to all members of the industry, in time 
to make corresponding changes of their 
own. This not only eliminates the prac- 


The three young fellows in the back row are 


tice heretofore prevailing of reducing 
prices to obtain particular orders, but 
also re-establishes general confidence in 
price quotations on the part of cus- 
tomers. 


During the last 90 days, the in- 
crease in sales has been abrupt and 
broad, running as high as 20 to 35 per 
cent above the total for the comparative 
period in the year preceding. During 
January, sales were better than for that 
month in several years, with industrial 
supplies moving particularly well. Cur- 
rent demand appears to be strongest for 
washing machines, cleaners, heaters, 
irons, toasters, percolators, waffle irons, 
food mixers, and labor-saving kitchen 
appliances. There has been little im- 
provement in the lighting and fixture di- 
vision, and conditions in this branch are 
expected to continue unsatisfactory un- 
til the building industry will have re- 
covered. 

Prices of all electrical appliances and 
products have held reasonably steady 
since the advance of 10 to 25 per cent 
last August, with the exception of wash- 
ing machines, which have been reduced 
by some manufacturers, and recessions 
in a few of the less staple items. The 
strengthening of quotations during the 
last 90 days, however, and the ad- 
vancing trend of raw materials furnish 
the basis for rather substantial mark-up 
in some of the leading divisions before 
the close of the spring season. 


Collections on current sales are re- 
ported good, which is attributed to 
greater care being exercised in granting 
credit. While credit men are more than 
enthused over the apparent rejuvena- 
tion of old accounts, there has been lit- 
tle reduction, as a whole, on old in- 
debtedness, which has been carried over 
for two or three years, particularly in 
the amounts owing by some of the large 
contractors. 
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Me seewest developruent 
that provides a ball-bearing 
surface lo facililale wire fp y 













It isn’t possible to line conduit with ball-bearings, ] 
but Steel and Tubes, Inc., has done the next best fr 
thing—has provided a conduit with a new inside c 


finish (patent applied for) that gives very much the i 
same effect. The inside surface of ELECTRUNITE l 





THE OLD... is \ STEELTUBES is no longer smooth. The flat metal t 
strip, before it is formed and welded, is processed to 
give an inside surface that resembles ball-bearings— J 
small round raised knobs on which the cable rides § 
with 30% less surface friction. Pulling cable through ) 


ELECTRUNITE STEELTUBES requires less effort, j 





THE NEW... 


Electrunite Steeltubes Conduit with the knurled less time and cuts down jams. J 


inside finish showed by actual test a saving of : ' 
through. The cable rides the tops of the tiny ‘ : 
knobs instead of making contact the entire length. STEELTUBES with every assurance that it will be a ] 
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, § live item. Contractors who have used it re-order. They 

realize what it means to them in lower costs, because it 

cuts easily, bends with less effort and requires no thread- 
ing. And now, with the knurled inside finish that speeds 

up the pulling and pushing of cable, it presents advan- 
tages found in no other conduit. 

) Profits depend on turnover. Sales depend on demand. 


And the demand for ELECTRUNITE STEELTUBES is 


: growing every day. Let us send ? Wen 
“to, No AT ee 





you full information and then Ciitipica?d Tididcion TiN cindt 

judge for yourself whether this 

judge for y STEEL AND TUBES, INC. 
modern electrical metallic tub- WORLD'S LARGEST PRODUCER OF ELECTRICALLY WELDED TUBING 


CLEVELAND * + > OHIO 


ing fits into your picture of 


A UNIT OF REPUBLIC STEEL CORPORATION 


more profitable sales in 1934. 
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Electrical Credit Association 


Anticipates Business Gains 


By ARTHUR F. HEARL 


Secretary, National Electrical 
Credit Association 


Since becoming secretary of the 
National Electrical Credit Association, 
it has been my privilege to contact 
more men in the electrical industry 
than usual. I recently drove to New 
York for the mid-winter meeting of 
the National Board and stopped, looked 
and listened all along the way. My ob- 
servations are that there is a notice- 
able activity in industry all through 
the eastern section. Where the activity 
is not so great, there is an apparent 
feeling of optimistic anticipation of an 
early pickup in business. 

Leaders in the electrical industry 
everywhere are feeling better about 
conditions, and with the progress now 
being made in Code regulations, it be- 
gins to look as though 1934 will actu- 
ally be the year that we have been 
waiting for. We all want more busi- 
ness. We are ready for it, and with 
the experience we have had the past 
few years, I believe, we are all going 
to be better business men and women 
than we were. We want to be honest 
in our desires, in our efforts, and in 
our performances, and now under the 
Codes of Fair Competition, we are 
going to go places and do things with 
stouter hearts than ever before. 

One statement that I read recently 
(Electrical Wholesaling, Feb. ’33), 





iS 

What, No Argument? <A. H. Ferris of 
the Western Wholesale Radio Co., Los 
Angeles, wearing the light suit, is seen 
here trying to convince D. N. Mar- 
shank, president of the Radio Parts 
Manufacturers’ Agents Association. Mr. 
Marshank says “Positively No.” Tut, 
tut! Mr. Marshank, you could at least 
argue with the gentleman. 





gave me a lot of new courage :—“The 
Fair Trade Practice provisions of the 
General Wholesaling Code strike di- 
rectly at several evils which have long 
been countenanced by the industry. 
With these unethical practices now 
prohibited by law, and with violators 
subject to the drastic penalties pre- 
scribed in the Recovery Act, every 
wholesaler is called upon to adopt a 
policy of clean selling and fair play.” 


A policy of clean selling and fair 
play. Doesn’t that sound just like what 
everyone of us wants, and will adopt? 
It sounds like the dawn of a new era. 
If that be true, and business increases, 
the more we sell, the more we must 
watch our credits. The modern credit 
manager no longer picks up his ‘phone 
and calls a few concerns whom he 
thinks might have some experience 
with an account. It takes too long. The 
multiplicity of these calls is expensive, 
and even then he can’t be sure to reach 
all those who have sold the subject ac- 
count. To do it by mail is worse, so 
he calls a central bureau that gathers 
credit information nationally, and in 
one call or one letter, has the informa- 
tion he requires. 

The National Electrical Credit As- 
sociation, with its four local divisions, 
is that kind of a bureau, and with for- 
ward vision, has the service it will be 
called upon to render to its members, 
and is all prepared to do its part. 


The annual elections in each of the 
local divisions have been held, and the 
following list of officers is indicative 
of the representative types of men, who 
are giving of their time and effort to 
the greatest credit service in the elec- 
trical industry. They do it because of 
the real service and the value it re- 
turns to them by participating as mem- 
bers. 


Yes, 1934 is going to bring us a 
“buy-cycle,” and we won't be satisfied 
with anything less than a “try-cycle,” 
because we are all through with the 
old cycle and ready for one that will 
get us somewhere. 


The present officers of the National 
Electrical Credit Association and local 
divisions are: 


National president, Earl R. Mellen, 
Weston Electrical Inst. Co., Newark; 
secretary, Arthur F. Hearl, 1008 Mar- 
quette Bldg., Chicago; assistant secre- 
tary, L. M. Evett, 1008 Marquette 
Bldg., Chicago. Board members: J. H. 
Lecour, Mitchell Rand Mfg. Co., New 











Three Arrows and a Flashlight: And in 
two minutes Capt. R. Stuart Murray is 
at work in his “office” in the wilds of 


Honduras. His swivel chair is a type- 
writer cover, his rolltop desk a suitcase. 
Illumination is supplied by a _ giant 
five-cell Eveready flashlight which also 
serves as a street lighting system when 
Capt. Murray travels jungles and rivers 
at night during his explorations for the 
National Museum of Honduras. 





York City; E. R. Mellen, Weston Elec- 
trical Inst. Co., Newark; A. H. Olney, 
Westinghouse Electric & Mfg. Com- 
pany, Boston; Wm. H. Walker, Gen- 
eral Electric Co., Boston; E. W. 
Wolfstyn, Graybar Electric Co., Phila- 
delphia; E. A. Wilson, Colonial Elec- 
tric Co., Philadelphia; F. R. Eiseman, 
Revere Electric Co., Chicago; and 
A. F. Hearl, 1008 Marquette Bldg., 
Chicago. 

New York Electrical Credit Associ- 
ation Division: president, Joseph Kur- 
zon, Joseph Kurzon, Inc., New York; 
vice-president, W. C. Armstrong, Rock- 
bestos Products Corp., New Haven: 
treasurer, J. H. Lecour, Mitchell Rand 
Mfg. Co., New York and secretary, 
W. J. Kreger, 9-15 Park Place, New 
York. 

New England Division, president, 
Wm. H. Walker, General Electric Co., 
Boston; vice-president, Arthur F. Ben- 
nett, Wetmore-Savage Electric Supply 
Co., Boston and secretary, Chas. A. 
Kane, 176 Federal St., Boston. 

Middle and Southern Atlantic States 
Division: president, Chas. A. Dough- 
erty, Elliott-Lewis Electrical Co., 
Philadelphia; vice-president, Geo. W. 
Shimp, Novelty Electric Co., Philadel- 
phia, and secretary, W. E. Moore, 600 
Architects Bldg., Philadelphia. 

Electrical Credit Association—Cen- 
tral Division: president, Elmer Forsell, 
Chicago Talking Machine Co., Chi- 
cago; vice-president, John J. Prehler, 
Prehler Bros., Inc., Chicago, and sec- 
retary, B. P. George, 1008 Marquette 
Bldg., Chicago. 
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LONG DISCOUNTS 


that mean 
















 WURLITZER 
WASHERS 


5 Models 






- REFRIGERATORS 
5 Models 









WURLITZER 
LYRIC RADIOS 


Over 25 Models to Choose from 












Electrical Wholesalers ! Tie up with Wurlitzer for 1934. Long discounts mean real 
Wurlitzer has a real 1934 propo- 
sition for you on Refrigerators, 
Washers and Radios . . . each 
product backed by a splendid 


profits on every sale! Wurlitzer Products have everything 
the public wants — name appeal — style appeal — price 


performance record ... each appeal! There’s a Lyric Radio — a Mohawk Washer or a 
PP 

product carrying real profit- 

making discounts. And remem- Duozone Refrigerator for every requirement and every purse. 


ber a Wurlitzer tie-up gives you 
the sales-assurance of 78 years 


of continuous, successful manu- Write, wire or phone today for complete information. Or 


facturing. 








send the coupon for prompt action — don’t delay. 





THE RUDOLPH WURLITZER MANUFACTURING COMPANY 
NORTH TONAWANDA, NEW YORK 


The Rudolph ny ad Mfg. Co., 
No. Tonawanda, N. Y. 


Send me full details on Wurlitzer WO nse a co a 6H 0h Hb 06 66 FENCE SCREENONE 560600666 6666606C4GR0e1KREEEEEEEESSCERERSEH EERE AES ES 
O REFRIGERATORS FOR 1934! 
0 RADIOS MMM ots ceananenasnoseeeeknes Lee ai dead nee sd eu dedagil $< cause pdee daa thutde Cacia ndeseul one 
O WASHERS 


by return mail please. Go i a 6ki wicawde egwnceW ees easeabecedces EY cerealcodink banda ese eeeee ee ntnaseenecenqets 7 
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February Sales and Collections 
Show Marked Improvement 


Collection and sales conditions in 
112 major markets of the United 
States reflected a definite betterment in 
business conditions, according to the 
February survey of the National As- 
sociation of Credit Men, with a more 
marked improvement than was evident 
in the January survey. 

Based on reports from branch offices 
in these markets in every state, the 
survey comes from reports by member 
firms in banking, manufacturing and 
wholesaling lines. Eighteen cities re- 
port collections as good compared with 
14 in January. Twenty-six find sales 
in the good column compared with 14 
in January. 

Vv 


1933 Largest Approved Cord 
Year 


In 1933 the industry broke the peak 
of 1929 for approved cords; producing 
417,077,000 ft. of approved flexible and 
97,854,000 ft. of approved heater cords. 
Careful analysis shows that this in- 
crease in footage has been largely due 
to reducing the sale of unapproved cords 
from approximately 85 per cent of the 
industry's total production in 1929 to 
only 15 per cent in 1933. Those close 
to the picture attribute this to the suc- 
cessful operation of the Identified Cord 
Movement. 


Vv 
Refrigerator Sales Increase 


Nineteen thirty-four has started off 
with exceptional momentum so far as 
the sales volume of Frigidaire Sales 
Corp. is concerned, according to E. G. 
Biechler, president. 

January dollar volume for household 


electric refrigerators was 133 per cent 
over January, 1933, and dollar volume 
of commercial refrigeration sales was 
43 per cent over the same 30 day period 
a year ago. 

All January shipping records in the 
history of Leonard Refrigerator Co. 
were shattered during the first month 
of 1934 when the number of electric 
refrigerators shipped from the Detroit 
plant exceeded by 175 per cent total 
shipments in January, 1933, H. W. 
Burritt, vice-president in charge of 
sales, has announced. 


v 


Underwriters’ Recommendation 
on Armored Cable Stocks 


Arrangements have been concluded 
whereby, beginning March 1, all con- 
ductors used in the manufacture of 
armored cable will have the special 
new finish called for in the 1933 edi- 
tion of the National Electrical Code. 
No armored cable fabricated after that 
date will use individual conductors 
that are not “covered for their entire 
length with a braid which is both 
flame-retarding and moisture-resisting.” 

A similar requirement with respect 
to N. E. Code Standard rubber-covered 
wires became effective in the Label 
Service work for that product on Jan- 
uary 1, 

ecause of the quiet situation in the 
building industry, large stocks remain 
in wholesalers’ and factories’ stocks of 
armored cable already manufactured 
that do not have the flame-retarding 
finish on the individual conductors. 
This material was manufactured and 
labeled in good faith and under ordi- 
nary conditions a large part of the 
stocks would have been consumed in 
installation work. In view of advices 
from the manufacturers’ representa- 





A Growing Family: The Baitinger Electric Co., New York City, presents most 


of their men. They are, from left to right, in the front row: A. F. 


Selnack, 


Wm. P. Schmitt, Dan Reilly, J. J. Dohrmann and H. Bandolin. Second row: 
H. J. Baitinger, George Jungen, J. Cummings, Charles Manning, E. J. Kuchnia, 


George Baitinger and J. J. McDonnell. 


Rear row: C. E. Rylander, E. J 


Dritschel, Harry Bragg and L. C. Baitinger. 


tives in Underwriters’ Industry Con- 
ference for Armored Cables and Cords, 
the Laboratories recommend that all 
such existing stocks be accepted for use 
in installations until exhausted. 


> 
Sales of Fans and Washers 
Show Largest Gains in 1933 


According to figures released by Elec- 
trical Merchandising, covering retail 
sales of electrical merchandise for 1933, 
the number of electric fans sold last 
year was 88 per cent greater than in 
1932. Washing machines followed with 
a gain of 75 per cent. Other appli- 
ances showing increases were domestic 
refrigerators 35 per cent; toning ma- 
chines 30 per cent; vacuum cleaners 23 
per cent; flat irons 20 per cent; heating 
pads 15 per cent, and incandescent 
lamps 11 per cent. Fewer clocks, cook- 
ers, flashlights, heaters, hot plates, oil 
burners, percolators, ranges, toasters 
and waffle irons were sold in 1933 than 
in the previous year. 


Vv 


| Refused to Chisel 
(Continued from page 11) 


out it! If I’m going to keep my job, 
I’ll never have to be ashamed of how I 
did it. Monday morning I will be 
out of a job, which is neither your 
concern nor your fault. It is just my 
hard luck that I wasn’t able to convince 
you that it is to your own best interests 
to deal with a one-price house. So, 
goodbye and good luck!” 

I caught the late train to the home 
town and spent a miserable Saturday 
night and Sunday. Monday morning I 
headed for the office to turn in the grip 
and get my money. And I didn’t hurry 
on the way! 

The cashier wouldn’t give me my 
money without an order from the sales 
manager. The system was to hold over 
three days’ pay each week; in other 
words, we were paid every Saturday 
for the week ending the previous 
Wednesday. So I headed for the 
boss’s_ office. 


“Hello, there,” he called out, giving 
me the sign to sit down. . “I just got 
your report for Saturday.” 

I nodded and then cleared my throat 
to ask him to give me an order on 
the cashier. 

He was talking again. “And in the 
same mail I find a letter from this same 
contractor-dealer. Want to read it?” 

Well, you could have knocked me 
flat! My prospective customer had suf- 
fered a change of heart after I had 
gone. And here he writes in to the 
office about it—that this is the kind 
of a house he wants to deal with and 
so forth, and would they please credit 
the enclosed $917.51 order to my quota! 
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We are pleased to number among our Bull Dog Tape distributors 
many of the leading Electrical Wholesalers in the country. Some of 
these have been members of our distributing family ever since Bull 
Dog Tape was placed on the market more than a quarter of a century 
ago, and each succeeding year has added new houses who have ac- 
tively promoted its sale because of its outstanding value and the fact 
that Bull Dog Tape builds sound repeating business year after year. 


Bull Dog Tape is sold throughout the world. It is favorably known 
through advertising and performance; yet it is competitive in price 
when fairly judged on the basis of value. 
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Latest Code Developments 








The Status of the Codes 


General Wholesaling Code—Ap- 
proved January 12. Became effective 
January 22. NRA has appointed a 
temporary General Code Authority rep- 
resenting the 23 commodity divisions 
who will serve until trade representa- 
tives are elected by the various trade 
divisions, as provided in the Code. 

Recommendations covering interpre- 
tations and rulings on the General Code 
have been prepared by the Code Author- 
ity and submitted to the Administration. 
When approved by NRA they will be 
available in printed form. 

Electrical Wholesaling Supple- 
mental Code— Public hearing held 
January 10. Approval is delayed pend- 
ing a decision by NRA on proposed 
amendments to the Electrical Manufac- 
turing Code. One of these amend- 
ments would provide that distributors 
could be bound to maintain the manu- 
facturers’ filed prices. The decision on 
this amendment will determine whether 
or not NRA will approve Article VII, 
Section 3, of the Electrical Wholesal- 
ing Code which provides for the main- 
tenance of resale prices by wholesalers. 

Radio Wholesaling Supplemen- 
tal Code—A report of the public hear- 
ing held February 24 appears on pages 
5 and 6. Approval is pending. 

Electrical Manufacturing Code 
—Public hearings on proposed amend- 
ments held on January 11 and Febru- 
ary 8, also subsequent conferences be- 
tween NEMA and NRA, revealed a 
wide divergence of opinion within the 
ranks of the manufacturers themselves. 
Consequently, NEMA called a meeting 
of the entire electrical manufacturing 
industry for March 1, in New York 
City, for the purpose of voting upon 
the proposed changes. 

The new amendments include pro- 
visions for a 36 hour week and 40 cent 
minimum wage, also a proposed change 
in the “open price” plan of publishing 
prices and discounts which would estab- 
lish resale price maintenance through 
contracts with wholesalers and dealers. 

A decision will not be reached by 
NRA until its policy toward the “open 
price” provision of all codes is deter- 
mined as a result of the Code Authori- 
ties Conference scheduled for March 
5 to 8. 

Until definite action is taken on these 
amendments, the basic Electrical Man- 
ufacturing Code, as approved last Au- 
gust, remains in effect. 

NEMA Supplemental Codes— 


The following supplemental codes, pre- 





pared by commodity sections of 
NEMA, have been approved by the 
Board of Governors for formal presen- 
tation to NRA: electric welding, flash- 
lights and dry batteries, food service 
equipment, industrial lighting, portable 
lamps and shades, refrigeration, sig- 
nalling apparatus and wiring devices. 

Refrigeration Supplemental 
Code—A public hearing on the sup- 
plemental code presented by the refrig- 
eration section of NEMA was held 
January 29. Retailing interests object- 
ed to several merchandising provisions 
and the General Electric Co. vigorous- 
ly opposed the section limiting manu- 
facturers’ warranties and charges for 
replacements. A meeting of refrigera- 
tor manufacturers was held in Cincin- 
nati on February 20, preliminary to a 
post-hearing conference to be held later 
with the NRA. 

Electrical Contracting Supple- 
mental Code—The latest NRA ruling 
on the code sponsored by the NECA 
returns it to the status of a supplement 
to the basic Code for the Construction 
Industry which was approved January 
31 and became effective March 2. A 
public hearing on the Electrical Con- 
tracting Code was held January 22 and 
its approval is pending. 

Electric Light and Power Code 
—The public hearing on the proposed 
Code for the Electric Light and Power 
Industry was held on January 11. It 
is reported that, after several confer- 
ences, the Edison Electric Institute, 
sponsor of the Code, and officials of 
NRA have thus far been unable to 
reach an agreement on the labor sec- 
tions and the provisions concerning 
merchandising by the utilities. 


v 


Code Authority Set Up for the 
Wholesaling Trade 


A temporary General Code Authority 
for the wholesaling or distributing trade 
has been designated by NRA. 


Donald Tolles, managing director of 
the National Electrical Wholesalers 
Association has been appointed to rep- 
resent the Electrical Division. 


Benjamin Gross, of Gross Sales, Inc., 
New York City, chairman of the Code 
Committee of the Radio Wholesalers 
Association, represents the Radio Divi- 
sion. 

Appointees will serve until trade rep- 
resentatives are elected by the various 
divisions as provided in the General 
Wholesaling Code. 












































Electrical Man Foils Bandit: H. A. Mag- 


giore, salesman for Harvey Hubbell, 
Inc., in St. Louis and the surrounding 
states, was held up near the post office 
in Kansas City, and “taken for a ride” 
in his own car. The loot, piled on the 
seat as they drove along, included good 
cigars. Young Jesse James wanted to 
smoke one, but neither had matches. So 
they stopped at a drug store and “Mac” 
was prodded skillfully to the counter to 
ask for matches. But when the lad re- 
moved his hand from his pocket, Mac 
just socked, grabbed and hung on in 
spite of threats until the law arrived. 
That the gun proved to be a bottle de- 
tracts in no way from. Mac’s courage. 





Employers Required to Post 

Labor Provisions of Codes 
Regulations requiring employers op- 
erating under approved Codes to post 
the labor provisions of those Codes con- 


spicuously in their establishments have 
been issued by NRA. 


Under the regulations, issued in ac- 
cordance with a recent Presidential Ex- 
ecutive Order, official copies of the hour 
and wage provisions of the Code to 
which he is subject will be furnished 
to each employer. These official copies 
will include detailed directions for the 
proper filing of complaints of viola- 
tions of the provisions. 


“Such official copies,” the regulations 
prescribe, “with such directions, shall 
be kept conspicuously posted at all times 
by such person in each shop, establish- 
ment or separate unit of his enterprise 
to the extent necessary to make them 
freely accessible to all employees.” 


Posting of the provisions is designed 
not only to acquaint employees with 
their rights under Codes but also to pro- 
tect employers from complaints made 
in ignorance of Code provisions and to 
protect faithfully—complying employers 
from chiSeling competitors. 

The regulations provide for registra- 
tion within 30 days by employers with 
their Code Authorities of the number 
and locations of their shops, establish- 
ments, or separate units. Thereafter the 
Code Authorities will furnish the re- 
quired number of official copies (pre- 
pared by NRA) of labor provisions for 
posting. 
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DOLPH'S.... Black 
Finishing Varnish 


gives a glossy black finish and 
air dries in about 30 minutes. 
An admirable waterproof black 
finish for meter boards, overhead 
cables, feeders, ete. Also used 
on armatures and fields where 
oilproofing is not required. 


DOLPH'S ... . Coil 
Black Air Drying 


is used on armatures and coils 
before assembling. It is very 
popular with shops without bak- 
ing ovens as it air dries in 3 to 6 
hours. Baking oven drying time 
is from | to 3 hours. It is high 
in dielectric strength and abso- 
lutely waterproof. 


2 





DOLPH'S .... Red 
Oilproof Enamel 


is specially designed for use on 
mica cones and ends of commu- 
tator bars to eliminate shorts and 
breakdowns due to oil creepage. 
Is absolutely oilproof, is elastic 
and has great adhesive properties 
and withstands severe vibration. 


DOLPH'S 


Electric Lacquer 
—the leader in black finishing 
varnishes for 25 years. Abso- 
lutely ocilproof and waterproof 
and air dries in 30 minutes. 
Used on motors and electrical 
equipment as a protection against 
oil, moisture, chemical fumes, 
dirt and dust. 


2 





ntvroducing 


| | 
TRADE MARK 


JOHN C. DOLPH CO. 


Insulation Specialists 


168 Emmett Street Newark, N. J. 





To all electrical wholesalers 


Dolph’s Electrical Insulating Quartette 


Four well known established products now used by 
industries wherever motors are rewound. Also used 
by electrical contractors and motor repair shops. 


With renewal of industrial activity thousands of 
idle motors will need rewinding and the rehabilita- 
tion of other electrical equipment will create a 
greater demand for our product. everywhere. 


We have worked out a program pointing out how 
the QUARTETTE meets the electrical insulation 
needs of your customers, and our plan of distribu- 
tion through electrical wholesalers is so simple that 
sales effort required is no greater than that used 
on insulating tape, whereas possibilities for volume 
and profit are much greater. 


Write us for complete details. 
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Supervisory Agencies Appointed 
Under NEMA Code 


The following Code Supervisory 
Agencies have been announced for the 
various commodity groups of the Na- 
tional Electrical Manufacturers Asso- 
ciation : 

Wirinc Devices—Robert Edwards, 
Edwards & Co., New York City. 

APPLIANCES — Walter M. Stearns, 
General Electric Co., Schenectady, N.Y. 

REFRIGERATION—F. M. Johnson, Uni- 
versal Cooler Corp., Detroit, Mich. ; 
W. F. Armstrong, Frigidaire Corp., 
Dayton, Ohio; H. E. Blood, Norge 
Corp., Detroit, Mich.; G. W. Mason, 
Kelvinator Corp., Detroit, Mich. ; Thos. 
Evans, Merchant & Evans Co., Phila- 
delphia, Pa. 

Rapio Tuses—E. T. Cunningham, 
RCA Radiotron Co., Harrison, N. J.; 
B. G. Erskine, Hygrade-Sylvania Corp., 
Salem, Mass.; H. W. Harper, Tung-Sol 
Radio Tubes, Inc., Newark, N. J. 

Rapvio Sets—A. T. Murray, United 
American Bosch Corp., Springfield, 
Mass. 

Rapio Accessor1Es—Leslie F. Muter, 
Muter & Co., Chicago, IIl. 

INDUSTRIAL APPARATUS—Clarence L. 
Collens, Reliance Electric & Eng. Co., 
Cleveland, Ohio. 

CONSTRUCTION MATERIAL—E. H. Ott, 
Westinghouse Electric & Mfg. Co., East 
Pittsburgh, Pa. 

LIGHTING EguipMENT—A. F. Hills, 
Crouse-Hinds Co., Syracuse, N. Y.; W. 
D. Steele, Benjamin Electric Co., Des 
Plaines, Ill.; C. A. Orr, Union Metal 
Mfg. Co., Canton, Ohio. 

PorTABLE Lamps—Michael Schwarz, 
Miller Co., Meriden, Conn. 

Conpouit & Firtincs—F. C. Hodkin- 
son, American Circular Loom Co., New 
York City. 

Wire & CABLE — Wylie Brown, 
Phelps-Dodge Copper Products Co., 
New York City; F. C. Jones, Okonite 
Co., New York City; H. D. Keresey, 
Anaconda Wire & Cable Co., New York 
City; A. G. Newton, Rockbestos Prod- 
ucts Corp., New Haven, Conn. 

Batteries & FLASHLIGHTS — Ralph 
Gelardin, Advance Battery Corp., 
Brooklyn, N. Y.; C. B. Plante, Bond 
Electric Corp., Jersey City, N. J.; W. 
W. Gargill, French Battery Co., Madi- 
son, Wis.; C. P. Deibel, General Dry 
Batteries, Inc., Cleveland, Ohio; H. S. 
Schott, National Carbon Co., New York 
City. 

Toors—L. M. Knouse, Stanley Tool 
Co., New Britain, Conn. 

TELEPHONES — George A. Scoville, 
Stromberg Carlson Mfg. Co., Roches- 
ter, N. Y.; F. R. McBerty, North Elec- 
tric Mfg. Co., Galion, Ohio; G. A. 
Yonochowski, Kellogg Switchboard & 


Supply Co., Chicago, Ill.; F. B. Glea- 
son, Western Electric Co., New York 
City; H. L. Harris, Automatic Electric 
Co., Chicago, IIl. 

SPECIALTIES — A. E, Tregenza, Jef- 
ferson Electric Co., Bellwood, IIl.; O. 
Blake, Cornell Dubilier Corp., New 
York City; K. W. Nelson, Bridgeport, 
Conn. 

TRANSMISSION & DISTRIBUTION 
EguIPMENT—L. C. Nichols, Allis- 
Chalmers Mfg. Co., Milwaukee, Wis. ; 
B. W. Kerr, Railway & Industrial En- 
gineering Co., Greensburg, Pa. 

X-Ray & Mepicat—R. R. Machlett, 
Machlett Laboratories, Inc., Long Island 
City, N. Y. 

Vv 


Cooperatives Rank as 
Wholesalers 


President Roosevelt, by Executive 
Order, has ruled that no NRA code of 
fair competition shall be so construed 
or applied as to make it a code viola- 
tion to sell to or through any bona fide 
and legitimate cooperative organiza- 
tion, including farmers’ cooperatives, 
or to sell through any intervening 
agency to such cooperative organiza- 
tion. 

The order, dated February 19, fur- 
ther states that “no code shall be so con- 
strued or interpreted as to prevent any 
such cooperative organization from be- 
ing entitled to receive and/or distrib- 
ute to its members as patronage divi- 
dends or otherwise the proceeds or 
benefits directly or indirectly derived 
from any discount, commission, rebate, 
or dividend (a) ordinarily paid or al- 
lowed to other purchasers for pur- 
chases in wholesale or middlemen quan- 
tities or (b) paid or allowed pursuant 
to the requirements or provisions of 
any code of fair competition to other 
purchasers for purchases in whole- 
sale or middleman quantities.” 








‘i all 


Caught Unawares: A.B. Lessans, At- 
lantic Electrical Supply Co., Baltimore, 
Md., was too absorbed with figuring out 
an order while Leonard A. Weiller, 
manufacturer’s agent, was too interested 
in what the order was going to be to 
realize that the camera was on the job 
registering their activities. 





New Blue Eagle Announced for 
Those Under Codes 


A Code Blue Eagle has been prepared 
for the use of members of industries 
and trades operating under approved 
Codes of Fair Competition. 

“This Eagle will be the consumers’ as- 
surance that the employer—manufac- 
turer or merchant—who displays it is 
operating under a Code which not only 
guarantees his workers decent working 
hours and decent living wages but also 
binds the employer to the maintenance 
of a rigid standard of fair practices in 
competition,” according to General 
Johnson. 

Each insignia, in addition to identi- 
fying the Code under which it is issued, 
will bear the registration number of the 
firm, corporation or individual entitled 
to display it. The new emblems are 
now in course of production and dis- 
tribution is to be undertaken as soon as 
possible by the Code Authorities. 

The letters “NRA” in blue appear 
between the outstretched wings of the 
new Code Eagle and under its talons 
the words “CODE,—(Trade or Indus- 
try Registration .Number, 1934.” In 
smaller type are also the words “Prop- 
erty of the United States—not for sale” 
and the patent design number. Counter- 
feiting or mutilation of the Blue Eagle 
is illegal. 
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Code Authorities Will Adjust 
But Not Enforce 

A “Manual for the Adjustment of 
Complaints” has been released by the 
NRA which prescribes the procedure 
to be followed in the filing of com- 
plaints of Code violations and in their 
adjustment by either the Code Au- 
thorities or the National Emergency 
Council. 

The manual states that “NRA and 
the Code Authorities are adjustment 
agencies” while “the Department of 
Justice and the Federal Trade Commis- 
sion are the enforcement agencies of 
the Government.” Copies of the man- 
ual (NRA Bulletin No. 7) are avail- 
able, at a cost of five cents each, from 
the Superintendent of Documents, 
Washington, D. C. 


v 


Retail Code Authorities Author- 
ized to Incorporate 


General Johnson on February 12, ap- 
proved the recommendation that the 
code of fair competition for the Retail 
Trade be modified to permit the incor- 
poration of the National Retail Code Au- 
thority and the local retail code authori- 
ties for the purpose of protecting mem- 
bers of these authorities against unmer- 
ited personal liability. 
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FOR REPLACEMENT 


Under EXISTING tumbler switch 
plates—Strap permanently attached 
—same efficient arc-snuffing mech- 
anism as Catalog No. 1311. A 
real all purpose switch for any type 
installation. 
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She P&S-DESPARD LINE 
of TYPE “C” SWITCHES 


@ Although P&S Despard Switches, since introduced a 
year and a half ago, have gained widespread acceptance by the 
foremost Architects, Engineers and Specification Writers, in 
the country—we have not been resting on our laurels. 

@ Our Engineering and Research Departments have been 
constantly experimenting, constantly searching for ‘‘the ultimate 
in switch design.” 

It is, therefore, with pardonable pride that we are 
pointing out a few important features—all of which are found 
only in P&S Despard switches. 

» » And most important is the fact that P&S Despard Type 
C Specification switches—cost no more—than ordinary porce- 
lain cup switches. 


PASS AND SEYMOUR, Inc. 
Solvay Station Syracuse, N. Y. 
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Trends in Distribution 


Digests of selected articles appearing in recent issues of business and 


trade publications which reflect distribution trends in various fields 





Fewer Lines, Fewer Dealers, 
More Profit 


One automotive wholesaling firm has 
found its answer to the urgent and per- 
plexing merchandising problems that 
confront firms in its field today. Its 
modern merchandising method consists 
of rigid concentration upon major lines 
of merchandise and of tying in out- 
standing dealers in its territory by 
means of earnest cooperation and serv- 
ice. 

An analysis of past business revealed 
that 65 per cent of the firm’s business 
had been gained with eight major lines 
of merchandise. It was decided, there- 
fore, to increase the emphasis on these 
bread-and-butter items. Such success 
attended the effort that the volume on 
each of the items has doubled or more 
than doubled. 

First the major lines were carefully 
picked as to their potential volume, their 
cost of handling, their investment and 
turn-over, and the gross profit to be 
derived from them. 

Most important of all in the plan then 
became the cooperation of the manu- 
facturer. Next was an adequate sales 
record, set up by towns so that the 
firm might establish and maintain an 
account for each major line in each 
town of representative size. 


The major-line dealers selected were 
then regarded as a part of the distribu- 
tor family. They were never again 
regarded merely as names on the 
ledger. They are few enough to be 
known personally by the entire execu- 
tive personnel of the distributor. Fre- 
quent sales promotion ideas are made 
available by the distributor for these 
major dealers. 


In other words, the distributor func- 
tions in relation to these restricted ma- 
jor line dealers in much the same way 
as the chain headquarters functions in 
relation to the chain branches.—From 
Automobile Trade Journal for Febru- 
ary. 


v 


Motorcycle Delivery for 


Rush Orders 


Frequently, when our buying depart- 
ment calls a supply house for an emer- 
gency item, we are told that the last 
truck just left and it may be four 
o'clock or later before one returns. 
This has happened to us so often, and 
with more than one local distributor, 
that I feel other industrial plants have 
probably had the same experience. In 
a year’s time, this small emergency busi- 
ness probably amounts to an interesting 








Floodlighted Trucks: Automotive trucks with floodlighted sides will be regularly 
operated by the General Electric Co. between Schenectady and Philadelphia. Each 


truck is equipped with a 500-watt generator and two large batteries. 
lights are concealed in troughs above the words “General Electric.’ 


Small flood- 
In addition, 


J 


the trucks are provided with two sets of headlights, one of which is a reserve set, 
ditch lights under the front bumpers, port lights on each side of the body in front, 
green running lights along the bottom of each side to guide other vehicles in 
passing the trucks, two combination tail and stop lights, and two rear marker lights. 


figure. At least, it might be worth try- 
ing to hold. In addition, emergency 
service rendered builds good-will and 
makes it easier to secure the ordinary 
run of business. 

Several of us in the engineering and 
maintenance divisions have talked it 
over and our suggestion would be that 
the distributor maintain a small delivery 
car or a motorcycle with a side-car for 
just such emergencies. Why use a 
2'4-ton truck to deliver a dollar’s worth 
of goods? No doubt one of the ship- 
ping clerks could also act as driver of 
the emergency car, so it wouldn’t be 
necessary to employ a full-time man for 
this particular work alone—V. K. 
BoynTON, divisional engineer, Pitts- 
burgh Plate Glass Co., Milwaukee, in 
Mill Supplies for February. 


v 


Automotive Wholesalers Re- 
quire Discount Cards 


San Diego automotive wholesalers are 
refusing to sell anyone at wholesale 
prices unless the account has been clas- 
sified for discount and has received ‘a 
discount card. In making the purchase 
it is necessary that the account present 
its discount card or requisition bearing 
the card number. Formerly it was re- 
quired that the accounts be classified, 
but it was not necessary that their cards 
be presented—From Jobber Topics for 
February. 


v 


The Specialty Salesman 


A specialty sales person is one who is 
able to create in others such a strong 
desire for ownership in anything not 
regularly purchased that a sale results. 
A regular retail sales person is one who 
sells a familiar article regularly pur- 
chased, to a customer ready to buy. 
Electric refrigeration requires the cre- 
ative selling of an idea, the drama- 
tization of an unknown need, the paint- 
ing of a mental picture in the mind of 
the prospect, and very often this must 
be done in the home of the prospect for 
a family decision and of course without 
samples. 

Manufacturers are prepared to fur- 
nish essential training in the technical 
details of their own and competitive 
products. Sales manuals containing 
tried and proven methods of approach, 
presentation and follow up are available. 

The application of these fundamentals 
of specialty salesmanship combined with 
a thorough knowledge of the product, 
are the working tools of every success- 
ful electrical refrigeration salesman.— 
E. M. BacHaracH, at the 23d Annual 
Convention, National Retail Dry Goods 
Association, January 16. 








March, 1934 ELECTRICAL WHOLESALING 


45 





BUR 


a 


GESS 
chotce_ 








of Great Explorers 





and Good Dealers! 









































ELLSWORTH 
USES BURGESS 


The Ellsworth Flight Ex- 
pedition, thousands of 
miles from civilization, 
relies on BURGESS Bat- 
teries to furnish the all- 
important portable power 
that dares not fail! 





























NEW 400 HOUR 
DRY 'A' BATTERY 


Retails at only $3.20—provides “A” battery power 
at less than 1¢ an hour! Over 2,000,000 owners of 
battery operated sets are your prospects: Speed 
up your turnover—increase your profit—with this 
fast selling BURGESS “A” battery. @ Developed 
in the BURGESS Laboratories for use with 2-volt 
tubes, the new BURGESS “A” Battery is 100% 
DRY! Moreover, it is hermetically sealed. Re- 
quires no servicing with water or chemicals. No 
injurious acids to fear. Operates in any weather, 
even at low temperatures. Easy to handle; Weighs 
only 15 pounds. Can be used in any position: Cover 
in attractive mahogany color. @ PROFIT with 
BURGESS in 1934. Sell this quality line of Radio, 
Flashlight, Lantern and Ignition Batteries . . . the 
first choice of great explorers like Ellsworth— 
always the first choice of good dealers. 








BURGESS BATTERY COMPANY 


FREEPORT, ILLINOIS 








46 


Trade Associations 





Philadelphia Wholesalers Elect 
New Officers for 1934 


J. W. Alexander, managing director 
of the Electrical Wholsalers Associa- 
tion of Philadelphia, reports that, at 
the annual meeting the Association 
held on January 29, the following ofh- 
cers were elected for the year 1934; 
president, J. W. Chew, Gross-Chew 
Electric Co.; vice-president, N. New- 
man, West Philadelphia Electric Sup- 
ply Co.; secretary, H. Horn, West 
Philadelphia Electric Supply Co., and 
treasurer, W. Wick, Lindley Electric 
Supply Co. 

The following were elected to the 
Board of Governors for the term of 
one year: E. F. Jobbe, Reliance Elec- 
tric Co., Camden, N. J., John Parsons, 
Standard Electric Supply Co.; Samuel 
Polen, Royal Electric Supply Co.; 
Harry Boland, Quaker City Electric 
Co.; Julius Saltzman, Germantown 
Electric Supply Co., and Joseph Rabin- 
owitz, Modern Light Supply Co. 


v 


NEWA to Appoint New Mem- 
bers to Commodity Committees 


As a preliminary step to the appoint- 
ment of new members to the standing 
committees of the NEWA, E. Donald 
Tolles, managing director, recently 
wrote each member asking on which 
of the following commodity committees 
he preferred to serve: apparatus, ar- 
mored conductor; conduit; conduit fit- 
tings and outlet boxes; dry batteries 


and flashlights; fan motors; heating 
appliances; industrial and commercial 
lighting; lamps; pole line hardware; 
radio; radio tubes; refrigeration; rub- 
ber covered wire; vacuum cleaners; 
washers and ironers; wiring devices. 


v 


St. Louis Associations Merge 


With the absorption of the St. Louis 
Radio Trades Association by the St. 
Louis Electrical Board of Trade, all 
electrical and radio promotional activi- 
ties will be conducted by a single or- 


ganization. Eight sections are being 
organized, four wholesale and four 
retail covering refrigerators, radio, 


washers and ironers and ranges. Wm. 
P. Mackle, formerly managing director 
of the Radio Trades Association, be- 
comes director of the appliance sec- 
tions of the Board of Trade. 


v 


NEWA Collecting Data on Prac- 
tices of Manufacturers 


Article VIII, Section 1, of the Gen- 
eral Wholesaling Code, as approved by 
the President January 12, makes pro- 
vision for establishing fair and reason- 
able price differentials based upon the 
distributing functions rendered by each 
buying class. 

Preparatory to proceeding under this 
Differential Section, the NEWA is 
making a preliminary survey to deter- 
mine the practices and policies of man- 
ufacturers selling through wholesalers 
in the electrical industry. 














But each and every one of the em- 


ployees of the Gertler Electric Supply Corp., New York City, had a good time at the 


recent turkey dinner given by the company at the Bretton Hall Hotel. 








Questionnaires have been sent to both 
manufacturers and wholesalers to de- 
termine the classes of trade sold direct 
by each manufacturer, the differentials, 
if any, provided for wholesalers and 
the terms and cash discounts extended 
to wholesalers. 

With the information thus received, 
the Association expects to be in a posi- 
tion to obtain fair differentials under 
the procedure provided for in this Sec- 
tion of the General Code. 

In a letter to NEWA members, E. 
Donald Tolles, managing director, 
states: “This Differential Clause in the 
Wholesalers Code is official recogni- 
tion by the Government of the func- 
tions which we perform, and provides 
a ‘Bill of Rights’ through which we 
are determined that the position of 
wholesaling shall be pant and defi- 
nitely established and maintained.” 


Vv 
D. E. Ford Talks on Code Rela- 


tions Before Minnesota Council 


D. E. Ford, who is president of the 
North Central Electrical Wholesalers 
Association, vice-president of the 
Northland Electric Supply Co., Minne- 
apolis, and also Industry Commissioner 
for the Minneapolis district, addressed 
the combined convention of the Minne- 
sota Electrical Association and the 
Minnesota Electrical Council, held at 
Faribault, Minn., February 22 and 23. 
Mr. Ford spoke on the subject of “Code 
Relations Between Manufacturers, 
Wholesalers and Contractor-Dealers.” 


v 


NEWA Seeks Changes in 
Manufacturers’ Resales 


At the request of the Inside Construc- 
tion Materials Committee of NEWA, 
the Industry Commissions in the 42 
districts have been asked to canvass the 
trade and report as to whether whole- 
salers prefer that schedule material be 
priced on a monetary basis, or on less 
than carton, carton and standard pack- 
age basis. 

At its February meeting this commit- 
tee discussed the fuse and the tape 
situation, and recommended that the 
Association take prompt action to regis- 
ter protest against less than 100 per 
cent protection of the wholesaler by his 
manufacturer on bids for Government 
orders for these commodities. 


The Committee also discussed safety 
switches, and recommends to manufac- 
turers that, since much of this mer- 
chandise is sold in single lots, consider- 
ation be given to revising resale sched- 
ules, so that these small orders of but 
one or two switches need not be han- 
dled at a loss as they are today under 
existing schedule. 
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Complete, Condensed, 


All-Inclusive 


in electrical 
convenience 





24 Devices cover all practical needs 


This New Standard Line comprises ALL the single and 
combination devices which make the modern wiring 
installation COMPLETE in electrical convenience. » ~» 


Here is a line so comprehensive as to cover 
every wiring requirement — yet so condensed 
that 24 numbers are all that are needed for 
a complete stock, including Plates! Consider 
what this line’s COMPACTNESS saves your cus- 
tomers in stock investment. Two dozen items 
—for the whole diversity of wiring needs! 
(Other, more specialized combinations are 
available at customer's order). 





“The Wired Display House’ 


Each TIMESAVER Device is completely assembled, to save 
the labor of wiring. ALL fit standard switch boxes; single 
switches take standard plates either of brass or Bakelite. 


Switches are designed specifically for modern 
Type C lamp loads. Mechanisms are fully 
enclosed and sealed, dust-proof, in compact 
Bakelite bases. These structural advantages, 
plus eye-appeal, are combined with competi- 
tive prices. WRITE FOR ILLUSTRATED FOLDER 
AND ASK FOR PROPOSITION ON UNIQUE DISPLAY 
BOARD—READY-WIRED DEMONSTRATOR— SHOWN 
IN MINIATURE AT LEFT. » » » » 


HART 8. HEGEMAN DIVISION 


THE ARROW-HART & HEGEMAN ELECTRIC CO. HARTFORD, CONN. 
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Wholesaler 


Specialty Appliance Department 
Organized by Geo. Worthington 


David Aitken, manager of the elec- 
trical department of the Geo. Worthing- 
ton Co., Cleveland, announces the for- 
mation of a specialty department to han- 
dle the major appliance lines distributed 
by this company, including Stewart 
Warner radios and refrigerators and 
L. & H. electric ranges. 

Under Mr. Aitken will be S. J. Tabor, 
formerly manager of the heating appli- 
ance division of the General Electric 
Supply Corp. at Cleveland; H. F. Hey- 
man, formerly manager of N. K. Ovalle, 
Inc., Scranton, Pa., who will handle the 
Toledo territory, and Albert J. Meelis, 
formerly with the General Electric Sup- 
ply Corp. at Toledo, who will travel 
the Akron territory. G. E. Livingston 
will work out of Erie covering western 
Pennsylvania and western New York, 
while H. J. Garrett will cover Cleve- 
land and surrounding territories. 





v 


Sales Organization Increased 
by Grunow Distributor in Phila. 


Harry A. Ellis, president of Phila- 
delphia Distributors, Inc., has an- 
nounced the appointment of his com- 
pany as wholesale distributors of 
Grunow refrigerators and radio for the 
Philadelphia _ territory. Albert E. 
Hughes, vice-president in charge of 
sales and advertising will supervise the 
sale of the new line in addition to Auto- 
matic washers and Kleen-Heet oil 
burners. 





Acctivities 








The sales personnel has been in- 
creased to include: Frank Frambes, 
New Jersey territory; Harry S. 
Rheiner, department stores and central 
Philadelphia; D. C. Freeman, north and 
south Philadelphia; John H. Roland, 
west Philadelphia; J. E. Alexandre, 
Harrisburg and Lancaster; John J. 
Eagan, Reading, Allentown and Easton 
territory, and Carroll Taylor, suburban 
Philadelphia. The credit department 
will remain under the supervision of 
Raymond J. Boldt. 


v 


340 "Acorns" Attend Roland T. 
Oakes Meeting 


The first 1934 meeting of the Oakes 
Acorn Smokers Club, was held by the 
Roland T. Oakes Co., Holyoke, Mass., 
on the evening of January 18. I. H. 
Morse of Lowell entertained the audi- 
ence of 340 “Acorns” with five reels 
of movies taken on a recent hunting 
expedition in Africa. 


v 


New Industrial Distributor 


George F. Motter’s Sons, York, Pa., 
have formed a subsidiary to be known 
as George F. Motter’s Sons Supply Co., 
distributors of mill and electrical sup- 
plies and machinery, 132 S. Pershing 
Ave., York, Pa. W. S. Motter is mana- 
ger of the subsidiary organization. This 
company will specialize in selling elec- 
trical supplies and equipment princi- 
pally to industrials. 








On a Saturday Afternoon: We caught Ed. Coyle, president of the Colonial Elec- 
tric Co., Philadelphia, telling a story, in his own deliberate way, to a group com- 
posed of (left to right) E. A. Wilson, treasurer of Colonial; E. E. Edman, whole- 
sale sales manager, Landers, Frary & Clark; I. A. Sturgis, Philadelphia district 
representative for the same company, and D. E. Stout, sales manager of Colonial. 





















A Snappy Sales Manager: This gen- 
tleman, with the military bearing that 
radiates action, is Sales Manager Steve 
Martin of the Parr Electric Co., Brook- 
lyn, N. Y. Mr. Martin’s former connec- 
tion was as district sales manager of 
national accounts for a well known tire 
company. 





Branch Managers Appointed by 
General Electric Supply Corp. 


Recent appointments announced by 
the General Electric Supply Corp., 
Bridgeport, Conn., include the follow- 
ing branch managers: F. L. Pierce, 
Providence, R. I.; E. H. Carpenter, 
Springfield, Mass.; P. H. Sawyer, Des 
Moines, Ia.; R. M. Randerson, Abilene, 
Tex.; O. W. Wright, Amarillo, Tex., 
and L. J. Locke, San Antonio, Tex. 

At Indianapolis, C. F. Fitchey has 
been promoted to local manager and 
will continue to supervise supply sales. 
E. H. Ewert continues as local operat- 
ing manager. 

A new branch has been opened at 
112 N. Cedar St., Lansing, Mich. R. E. 
Dresser has been transferred from 
Kalamazoo to be branch operating 
manager at Lansing. L. B. Houts suc- 
ceeds Mr. Dresser as branch operating 
manager at Kalamazoo. 

J. O. Bell has been promoted to local 
manager at Houston and will continue 
to supervise supply sales. G. W. Chap- 
man succeeds W. B. Meek as local 
sales manager on appliances at Hous- 
ton. 

Vv 


Federal Reserve Report 
Federal Reserve Banks have released 
the following percentage comparisons 
covering sales of electrical wholesalers 
for the month of December: 














Dec. 1933 with 4. 

ee with 
Federal Reserve | Nov. Dec. year 
Chicka fs. ..3. ox +29.0 | +52.5| +12.3 
Philadelphia - 367 4k] a... 
San Francisco ... | +11.8 | +21.4| + 9.0 
ae SS ic. de hs eee 
Mtiawes (6 ooh os +20.6 | +45.3) +17.5 
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THE RACO FLAG- 


to profitable 
Remodeling Business 
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Modernization, remodeling—the opportunity for box 





and fitting business today—and Raco can help you get 


Outlet Boxes—with ex- 


your share. For the big Raco line is known—adver- preety moe Fond 
conductors—also all of 
tised—dependable. The Raco flag has always stood the usual types. 
for quality of design, completeness of line. Switch i 7 " 
; eon depths—all r tl : 1 5 
Standards of the industry, Raco Boxes and Fittings are =" iii, . 
types of 





ideal for remodeling business — with their practical work. 
design, ease of installation, beauty of finish, conve- 


nient packaging, and one-day delivery. yagi 


sizes—full line 
of covers to 


Send today for the latest Raco price lists, and check match. 


WE BO OuR PaRT 


over the equipment that is moving now—for the re- tia ia 


. B 
modeling market. post ator an 
Pri-Outs. 





ROACH-APPLETON MANUFACTURING CO. 


Incorporated 


3902 West Sample Street - - South Bend, Indiana 
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Personals 








F. M. TinKHAM, well known in the 
Cape Code and eastern Massachusetts 
district, is now covering that territory 
for the George H. Wahn Co., Boston, 
Mass. Danie, (“DANNY”) MITCHELL, 
formerly a manufacturer’s agent, is 
now working in the Boston territory 
for this wholesaler. 

Otis Wiutson, in charge of the 
Mazda Lamp Department of the 
Brown-Johnston Co., Spokane, Wash., 
recently won first prize in a nation-wide 
contest to stimulate retail sales, con- 
ducted by the Incandescent Lamp De- 
partment of the General Electric Co. 

D. A. Gipson has been promoted to 
city salesman at the Cook Electric Sup- 
ply Co., Oklahoma City, Okla. J. H. 
Stout is another new employee with 
this firm. 

E. M. Fay, formerly Westinghouse 
manager at Miami, Fla., will travel for 
the Trojan Electrical Supply Co., West 
Palm Beach, Fla. 

B. W. Stryker and Don Cairns 
are handling wholesale sales for A. 
Wayne Merriam, Albany, N. Y. 


v 


Lines Added by Wholesalers 


Terry-Durin Co., Cedar Rapids, Ia. 
—Mohawk refrigerators. 

Brown - JOHNSTON Co., 
Wash.—Norge refrigerators. 

VIKING Propucts Corp., New York 
City—Proctor & Schwartz appliances. 

Brown Suppry Co., St. Louis, Mo. 
—ABC oil burners. 

SouTHWEsST APPLIANCE Co., San 
Antonio, Tex.— Stewart-Warner re- 
frigerators. 

Morey Bros., Saginaw, Detroit & 
Grand Rapids, Mich. — Automatic 
washers and ironers. 

IcniT1IoN Service & Suppty Co., 
Albany, N. Y.—Stewart-Warner re- 
frigerators. 

DAUPHIN ELECTRICAL SUPPLIES Co., 
Harrisburg, Pa—Seeger refrigerators 
and air conditioning equipment. 


Spokane, 


CAPITAL ELectric Co., Atlanta, Ga. 
—Stewart-Warner refrigerators. 

Ma.oneE & Mo tes, Sioux City, la.— 
Lyric radio, Mohawk refrigerators and 
washers. 

Branpon Co., Little Rock, 
Stewart-Warner refrigerators. 

Hus Cycre & Rapio Co., Boston, 
Mass.—Lyric radio, Mohawk refrig- 
erators and washers. 

PEARCE-PHELPS Co., Philadelphia, 
Pa.—Stewart-Warner refrigerators. 


Ark.— 


SuHaw DistrisutTinc Co., Charlotte, 
N. Car.—Stewart-Warner  refrigera- 
tors. 

Sanrorp Bros., Chattanooga, Tenn. 
and Mooksville, N. Car.—Lyric radio, 
Mohawk refrigerators and washers. 

Bruno-New York, Inc., New York 
City—ABC oil burners. 

Jopt1n Suppty Co., Joplin, Mo— 
Stewart-Warner refrigerators. 

VERMONT HarpwareE Co., Burling- 
ton, Vt.—ABC oil burners. 


McCLEERY-CARPENTER Co., Colum- 
bus, Ohio—Automatic washers and 
ironers. 


Star E.ectric & ENGINEERING Co., 
Houston, Tex.—Stewart-Warner  re- 
frigerators. 

Morris DistrisutinG Co., Syracuse 
and Binghamton, N. Y.—ABC oil 
burners. 

PuiLLips Buttrorrr Mrc. Co., Nash- 
ville, Tenn.—Stewart-Warner refrig- 
erators. 

Mip-West TIMMERMAN Co., Du- 
buque, Des Moines, Davenport, Ia.— 
ABC oil burners. 

LoGAN-GrEGG HarDWaRE Co., Pitts- 
burgh, Pa.—Stewart-Warner refriger- 
ators. 


v 


J. A. Kahn Elected Chairman 
of the Pacific Division, NEWA 


At its regular winter meeting held 
in Del Monte, Calif., last month, J. A. 
Kahn, General Electric Supply Corp., 
Salt Lake City, was elected chairman 
of the Pacific Division, NEWA. He 
succeeds A. H. Nicoll, Graybar Electric 
Co., San Francisco, who was elected 
to the Executive Committee. 








Now With Crescent at Dubuque: 
J. R. Haney, 2220 Upland Drive, Cedar 
Rapids, Ia., connected with the sales 
force of the Terry Durin Co. of Cedar 
Rapids for the past 13 years, has re- 
signed and is now selling for the Cres- 
cent Electric Supply Co. 


Latham and Calahan Appointed 
on New York Show Committee 

L. E. Latham, vice-president, E. B. 
Latham & Co., New York City, has 
been named chairman of the Whole- 
sale Division of the 1934 National 
Electrical Exposition to be held at 
Madison Square Garden, September 19 
to 29 under the sponsorship of the 
Electrical Association of New York. 

H. C. Calahan, district manager of 
supply sales, General Electric Supply 
Corp., New York City, will serve on 
the committee with Mr. Latham. 


v 


Latham Wins Thor National 
Prize 

E. B. Latham & Co., New York City, 
won the first prize in the recent Thor 
National Football Contest, realizing 180 
per cent of their combined washing 
machine and ironer quotas and 249 per 
cent of their ironer quota alone. 

The success of this campaign was the 
result of the combined efforts of the 
dealers and the cooperation of the 
Latham organization, according to 
Earle B. Latham, appliance manager. 
Latham & Co. arranged an exhibit of 
the new Thor line, whch was held at 
the Hotel Vanderbilt on February 8 
and 9. A large number of dealers at- 
tended and were most enthusiastic over 
the sales possibilities for washers and 
ironers in 1934. 


v 


Lindley Electric Co. Holds 
Industrial Control Show 


On the evening of February 15 more 
than 150 engineers and purchasing 
agents of industrial plants in the north 
and northeast sections of Philadelphia 
visited the showroom of the Lindley 
Electric Co., 4910 N. Fairhill St., 
where a large display of industrial con- 
trol equipment, fans and fuses had been 
set up. Manufacturers’ representatives 
were present to discuss with the visi- 
tors their motor control, ventilating and 
fuse problems. 


v 


American Electric Entertains 
Radio and Refrigerator Dealers 


More than 100 dealers from Kansas, 
Nebraska, Iowa and Missouri attended 
the tenth annual meeting conducted by 
the American Electric Co., Crosley 
distributor, in St. Joseph, Mo., on Janu- 
ary 25. L. E. Reid, president of the 
American Electric Co., presided at the 
morning and afternoon sessions which 
were held in the quarters of the Cham- 
ber of Commerce. The gathering is 
reported to be the largest of its kind 
ever held in St. Joseph, with dealers 
in attendance from towns 400 miles 
distant. 
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Born in the Fire 
of Experience 


Since the beginning of electric power, 
utler-Hammer has been the mark of 
utstanding quality in Motor Control. 
or almost forty years C-H engineers have 
het the electrical problems of Industry. 
Of such experience, quite naturally, 





as born a superior line of Safety Switches 
.marked by the famous C-H insignia. 
complete line of standard, weatherproof 
d explosion-proof switches—each built 
) the needs of its service—built to the 
eeds of electrical people—built to the 
andard expected of Cutler-Hammer en- 


ineers. Easy to sell, easy to install, de- 


endable and economical to use. Com- 
lete stocks are carried by responsible 
dependent wholesalers. CUTLER- 
AMMER, Inc., Pioneer Manufacturers of 
ectric Control Apparatus, 1327 St. Paul 
ve., Milwaukee, Wis. 
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eter Entrance Switches: Cutler-Hammer also manu- 
cures a comprehensive line of Meter Entrance 
witches to meet the varying requirements of different 
calities. Write for catalog. 
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Manufacturers’ News 





Warner is General Manager 
of RCA Radiotron 


The promotion of J. C. Warner to 
vice-president and general manager of 
RCA Radiotron Co., Inc., and E. T. 
Cunningham, Inc., has been announced 
by E. T. Cunningham, president. Mr. 
Warner previously was vice-president 
in charge of engineering. E. W. Rit- 
ter has been appointed manager of the 
research and development laboratory, 
and D. F. Schmit has been made divi- 
sion engineer in charge of the engi- 
neering division of the laboratory, in- 
corporating the development, applica- 
tion, commercial and standardizing sec- 
tions. 

Vv 


Niessen Placed in Charge of 
Cutler-Hammer Advertising 


L. P. Niessen has been appointed in 
charge of advertising for Cutler-Ham- 
mer, Inc., Milwaukee, Wis. Mr. Nies- 
sen has been a member of the company’s 





L. P. Niessen 


advertising staff for a number of years. 
He is president of the Milwaukee As- 
sociation of Industrial Advertisers, and 
a director of the National Industrial 
Advertisers Association. 


v 


Allen Heads Westinghouse 
Merchandising Division 


The Westinghouse Electric and Man- 
ufacturing Co. has announced the elec- 
tion of Arthur E. Allen as vice-presi- 
dent in charge of the merchandising 
division which is now established as a 
separate operation distinct from other 
divisions of the company. He will have 


charge of all sales, manufacturing and 
engineering activities of this new divi- 
sion which will handle all products for 
which the main outlet is through mer- 
chandising channels. 

Mr. Allen has been with Westing- 
house since 1902. In 1925 he was made 
general manager of the Westinghouse 
Lamp Co., later becoming vice-presi- 
dent. 

Walter Cary, president of the West- 
inghouse Lamp Co., has announced the 
election of D. S. Youngholm as vice- 
president to succeed Mr. Allen. 


v 


Wurlitzer Adopts Wholesaler 
Policy for Specialty Lines 


The Mohawk line of radio, refriger- 
ators and washing machines will be 
distributed exclusively through the 
wholesale trade, according to E. H. 
Petering of the Rudolph Wurlitzer 
Mfg. Co., No. Tonawanda, N. Y. 


“By handling not only one product, 
but three products manufactured by one 
concern,” Mr. Petering states, “the dis- 
tributor has three chances to sell the 
dealer and the dealer has three chances 
to sell the customer. 


“Often a customer will come into the 
store and buy a radio and, after he has 
been sold, the salesman can talk refrig- 
erators and washing machines built by 
the same manufacturer. It has been 
our experience that many radio pur- 
chasers have later been sold a refrig- 
erator or washng machine of the same 
make because they were so well pleased 
with the performance of their radio. 
Thus, handling three products under 
one name gives the dealer added op- 
portunities for sales and profit.” 


v 


Marshall Adams to Promote 
Sales for American Radiator 


Marshall Adams, until recently sales 
promotion manager of the Westing- 
house Electric Supply Co., has been 
appointed sales promotion manager of 
the American Radiator Co. 


Mr. Adams entered the Westing- 
house organization in 1928 as district 
advertising manager, with headquarters 
in Atlanta. Since then, he successively 
held the positions of manager of the 
merchandising division, manager of the 
sales promotion section of the domestic 
appliance department, and assistant gen- 
eral advertising manager of the West- 














Coming and Going: Some of the peo- 
ple in this group were going to lunch 
and others were just coming back when 
our photographer visited Russell & Stoll 
Co. plant and offices which are parked 
within a stone’s throw of the arches of 


Brooklyn Bridge. The boys agreed to 
have the picture taken if the young lady 
in the center joined them and here we 
have Joe Pool, Frank Novak, Charles 
Corcoran, sales manager, Miss J. Heim- 
selman, E. M. Glasgow, and Emil Horn. 





inghouse Electric and Manufacturing 
Co. He was transferred to the West- 
inghouse Electric Supply Co. in 1931, 
where he developed a market analysis 
plan and a sales supervision and edu- 
cational program in addition to carry- 
ing out his regular sales promotion 
work. 


v 


Bieringer Now in Europe 

Walter H. Bieringer, vice-president, 
Plymouth Rubber Co., Canton, Mass., 
sailed for Europe the early part of this 
month to make his annual inspection 
of the company’s British plant. Mr. 
Bieringer will also make an extended 
business trip on the continent, visiting 
France, Holland and other countries. 


v 


Changes in the Trumbull 
Sales Organization 

The Trumbull Electric Mfg. Co., 
Plainville, Conn., announces the ap- 
pointment of C. F. Latham as sales- 
man in the metropolitan Chicago dis- 
trict, succeeding D. F. Laird, resigned. 

A. Gosney succeeds H. R. Victor, as 
assistant to E. T. Carlson, sales mana- 
ger of the Cincinnati district. Mr. Gos- 
ney will be located at Ludlow, Ky. 

J. A. Ebb has been transferred from 
the Plainville factory to the Boston ter- 
ritory. 


Vv 


E. C. Butler in New Position 


Edwin C. Butler has been appointed 
sales manager of the Fuse-O-Lite and 
Test-O-Lite divisions of the L. S. Brach 
Manufacturing Co. 
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French Joins Ruskin Products Co. 


C. J. French, formerly connected with 
both the National and Economy Fuse 
Mig. Companies, has been appointed 
sales manager of the Ruskin Products 
Co., 5639 N. Ashland Ave., Chicago. 
The Ruskin Co. has taken over the 
manufacturer of the 6-in-1 fuse plug 
which they are distributing through 
wholesale channels only. 

v 


Edward Rigby Now with 
Edwards & Co. 


Edward Rigby, for many years New 
England sales manager for the Wire- 
mold Co., Hartford, Conn., has been ap- 
pointed district manager for the same 
territory for Edwards & Co., New 
York City. He will continue to main- 
tain his office at 10 High St., Boston. - 

Vv 


Distributor-Dealer Set-up 
Announced for ABC Oil Burners 


A new plan to merchandise oil burn- 
ers through home appliance market 
channels—the first large-scale attempt 
to use distributor-dealer set-up in the 
history of the oil burner industry—was 
outlined to representative radio, refrig- 
erator, and hardware distributors at the 
ABC organization meeting held last 
month at the Knickerbocker Hotel in 
Chicago. This meeting was part of the 
promotional program of the Automatic 
Burner Corp., Chicago, manufacturers 
of ABC oil burners and range burners, 
to point out that oil burners will be the 
next major merchandising activity of 
distributors already established in the 
home appliance market. 


Believe It or Not: This is a snapshot 
of an electrical wholesaler. This sturdy 
golfer is none other than “Nate” Gertler, 
president of the Gertler Electric Supply 
Co., New York City. This year, as usual, 
“Nate” decided to escape Manhattan bliz- 
zards by taking time off in Florida. 





In a three-day session, a number of 
outstanding Eastern distributors, includ- 
ing Dave Trilling, Max Krich, and J. 
H. Burke, gave their experiences in the 
successful merchandising of oil burn- 
ers through distributor-dealers. 


vV 
H. R. Victor Leaves Trumbull 


Henry R. Victor, for a number of 
years with the Trumbull Electric Mfg. 
Co., has resigned as their representa- 
tive to become secretary-treasurer of 
Schaffer Mfg. Co., Inc., Cincinnati, 
Ohio, manufacturers of automobile and 
furniture polishes. 


v 


Coburn Joins National Union 

National Union Radio Corp., New 
York City, has announced the appoint- 
ment of Reuben M. Coburn as sales 
analyst. As general sales manager for 
the Sterling Radio & Electric Co., Mr. 
Coburn handied distribution of Majes- 
tic receivers in the Metropolitan Dis- 
trict. Freed-Eisemann Radio Corp. 
then commanded his services as district 
sales manager after which he became 
sales manager of the Ware Manufac- 
turing Corp. 


v 


Higbee Succeeds Wahlgren 
with U. S. Rubber 


C. W. Higbee has been appointed 
sales manager of the Wire Division of 
the U. S. Rubber Co. He succeeds J. 
A. Wahlgren who is now connected 
with the Phelps-Dodge Copper Prod- 
ucts Corp. 


v 


C. D. Wood Electric Co. Moves 


to Larger Quarters 

The C. D. Wood Electric Co., manu- 
facturer of wiring devices, has moved 
from 565 Broadway to new and larger 
quarters at 826 Broadway, New York 
City. Floor space has been doubled and 
new automatic machinery is being in- 
stalled. 


Obituary 


Thomas G. Grier 


Thomas Graham Grier, prominent in 
electrical circles, died at Phoenix, Ari- 
zona, on February 16, after an illness 
due to a heart affliction. He was in 
his 69th year. He withdrew from ac- 
tive business several years ago and for 
the past two years had been in failing 
health. He was a native of Lewisburg, 
Pa., and a graduate of the University 





of Pennsylvania where he remained to 
continue his studies in engineering and 
received the degree of M.E. While in 
college he took a deep interest in ath- 
letics, excelling and holding records as 
a track athlete, with many prizes to his 
credit in general intercollegiate sports. 





Thomas G. Grier ‘ 


“Tom” Grier, as he was affection- 
ately called, first became connected with 
the electrical industry through his as- 
sociation with the Marr Construction 
Company in 1887. At that time there 
were practically no electric light plants 
in the United States and he was one of 
the pioneers in making central station 
installations. He later became Western 
Manager of the Bryant Electric Co., 
afterward assuming charge of the west- 
ern territory for Harvey Hubbell. Also, 
at one time he was active in promoting 
the sales of the H. T. Paiste Co., and 
was thus very closely identified with 
the wiring device business for over 40 
years. Besides these connections, many 
will remember that he was advertising 
manager for the Western Electric Co. 
and had held successively the selling 
agencies of the American Circular 
Loom Co., Nunngesser Carbon & Pot- 
tery Co., Condit Circuit Breaker Co., 
Chase, Shawmut Co., and others. 

In addition to his commercial activ- 
ity he was an able writer on engineer- 
ing subjects, as well as finding time 
to gratify his desire for travel here 
and abroad. For many years Mr. Grier 
was a member of the Chicago Athletic 
Club and of the Military Order of the 
Loyal Legion. He was a thirty-second 
degree Mason; a man of dependability, 
strongly gifted with common sense, and 
of an exceptionally engaging personal- 
ity which made him widely popular. 


He is survived by his widow, Mrs. 
Susie Clark Grier of Chicago; a sister, 
Mrs. Margaret G. Russ of Hartford, 
Conn., and by Edward R. Grier, his 
brother, who is chairman of the board 
of the Arrow-Hart & Hegeman Elec- 
tric Co. 
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READY! 


Ready for you—the 1934 line 
of Diehl Fans, the 1934 cata- 
log, 1934 display material and 
other sales helps to increase 
your 1934 fan profits. 














REAL MERIT sells 
DIEHL FANS 


Sturdy construction . . . attractive designs . . . large air delivery 
. » » practically silent operation . . . and low power consumption 
are sales producing features of Diehl Fans that will make 1934 a 
bigger fan year for you. 








There are types and sizes to fill the needs of every prospect. 
A nation-wide chain of warehouse stocks, district offices, and 
sales representatives insure prompt service. 

Write for the new 1934 catalog to the Diehl Manufacturing Company, 
Elizabethport, New Jersey. District Offices or sales representatives located 


in Atlanta, Boston, Chicago, Columbus, Dallas, Los Angeles, New York, 
Philadelphia, San Francisco, and St. Louis. 


DIEHL MANUFACTURING COMPANY 
Electrical Division of 


THE SINGER MANUFACTURING COMPANY 


DIEHL 
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A Section Devoted to 


Manufacturers’ 


Descriptions 


of Their Products 








1934 Norge Line 


A new feature in this line is the 16 
capacity egg tray which, suspended from 
the left wall, uses no bottom shelf space 
thus increasing the usable food storage 
space. Other new features in some mod- 
els are the “Hydrovoir,” butter and cheese 
rack, removable and adjustable shelves, 
centrally mounted freezer unit (resulting 
in a gain in net storage space), new self- 
draining skeletonized freezer shelves 
which eliminate sticking, a new _ brass- 
rimmed rubber tray which is firm to place 
in and out and yet flexes easily to ex- 
tract single cubes, a new deep dessert tray 
for frozen desserts or double-tier ice cubes 
and a new rolled-edge standard tray of 
extra capacity. Norge Corp., Detroit, 
Mich. — Electrical Wholesaling March, 
1934. 


Washer-Dryer 


This wringerless machine embodies a 
“Speedi-Spin” basket which enables the 





MODEL SS 


user to wash, rinse and dry the entire 
wash in less time and with less effort. 
This feature saves ironing time for there 
are no squeezed-in wrinkles to iron out, 
no crushed buttons, hooks or snaps. The 
machine has two compartments—the larger 
tub is the washing tub and the smaller 
one the rinse and “Speedi-Spin” basket. 
Both tubs are equipped with a quick lift 
lid with rubber sealing ring. Sturdy agi- 
tator is of the three leaf clover type. 
Walls of washing tub are corrugated to 
give rubbing board effect and increase 


What's New 


turbulence of water during washing. Mo- 
tor is direct connected. Pumps are easily 
attachable. Washer is of five sheet ca- 
pacity. Rudolph Wurlitzer Mfg. Co., 
North Tonawanda, N. Y.— Electrical 
Wholesaling, March, 1934. 


"Air Cell" Battery 


Here is an unusual battery which lives 
on air and water, never has to be re- 
charged, provides unvarying volume for 
at least 1,000 hours, and gives radio re- 
ceivers in homes without electricity a 
tone and selectivity comparable to that 
of all-electric sets. Operation is simple, 
consisting of opening the top, breaking 
the membrane and pouring in water. 





Two carbon electrodes, such as shown, do 
the rest—they breathe in oxygen and de- 
polarize themselves. National Carbon 
Co., 30 E. 42nd, New York City.— 
Electrical Wholesaling, March, 1934. 


Juvenile Lamps 


Attractive and different, the militant 
“Colonel and His Lady” will delight the 
child who is fortunate enough to own 
one of these juvenile lamps. The head 
of each is an electric light bulb and the 
tall Cossack hat is a shade that can be 
tilted at, a cocky angle to shade the light 
from the child’s bed. The Colonel’s coat 
is flashing red with bright yellow but- 
tons. Wired complete for plugging into 
regular house circuit. Height 934”, base 
diameter 4”. List price, $2.00 each. Chase 





Brass & Copper Co., 200 Fifth Ave., New 
York City. — Electrical Wholesaling, 
March, 1934. 


New "Lyric'' Models 


Two new radios 
have recently been 
added to this man- 
ufacturer’s line, 
both having an ad- 
vanced type of su- 
perheterodyne cir- 
cuit and two wave 
bands, one for 
standard broad- 
casts and the other 
for police calls. 
The five-tube man- 
tel model has a 5” 
electro - dynamic 
speaker. The cab- 
inet, designed in 
modern style, is of 
handsome’ walnut 
veneer with black 
trim. The smartly 
styled new console radio, illustrated, is 
also five tubes and has an 8” electro- 
dynamic speaker. Six-legged modern 
cabinet is constructed of various walnut 
veneers, trimmed with black. Rudolph 
Wurlitzer Mfg. Co., North Tonawanda, 
N. Y.—Electrical Wholesaling, March, 
1934. 





"Ohioan" Electric Range 


Model 1450 is finished in rich porcelain 
enamel with conservative black striping. 


—_ (se _" 





Construction features include porcelain 
enamel lined oven; temperature control 
with clock plug; recessed switches; 
rounded body corners, and extension 
cooking top of stainless porcelain enamel. 
May be had with a warmer located be- 
neath the switches at a slight extra cost. 
Range-light and clock are additional. 
Standard Electric Stove Co., 1718 N. 
12th St., Toledo, Ohio—Electrical Whole- 
saling, March, 1934. 
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"Right Light'' Meter 

Many useful applications are possible 
with the “Right Light” meter. Using a 
recently developed photo-voltaic cell 
which changes light directly to electric 
current without any auxiliary electrical 
supply, the device is both compact and 
accurate. Novel arrangement of the cell 
permits measurement of intensities from 
all directions. Only a few seconds are 
needed to check lighting conditions at any 
point, since the dial is marked in foot can- 
dles with zones to denote the minimum 
amount of light needed for specific types 
of work. Cell and micro-ammeter are 
mounted together in a neat molded case. 
Cell is hinged to protect it from break- 
age. Westinghouse Electric & Mfg. Co., 
East Pittsburgh, Pa.—Electrical Whole- 
saling, March, 1934. 


Pilot Light Combination 


Combining switch, receptacle and 
pilot light into one compact unit, this 
unit comes all assembled, 
ready to install on the job. 
Base is small, of one piece 
bakelite, completely enclosed § 
and sealed, insuring a dust 
and dirt proof device. The 
type illustrated is unwired. 
Wiring is included only 
when specified. Combina- 
tions listed include single 
and double pole, three or 
four way switches. The Arrow-Hart & 
Hegeman Electric Co., Hartford, Conn. 
—Electrieal Wholesaling, March, 1934. 





Star Drills 


Drop forged from special high carbon 
chisel steel, hardened and tempered to in- 
sure sharpness, this new line of four-point 
drills for hand drilling in concrete, stone, 
brick, plaster, tile and asphalt comes in a 
complete range of sizes. Eight, 12, 18 and 


24” length are made in diameters from 
14” to 1” by sixteenth inches; large diam- 
eters from 1” to 1%4” come by eighths in 
the 12, 18 and 24” length. Finished in 
black baked enamel with edges ground 
bright. Shanks are of proper stiffness to 


prevent bending. Armstrong Bros. Tool 
Co., Chicago, Ill—Electrical Wholesaling, 
March, 1934. 








Bell Transformer 


A newly designed and improved bell- 
ringing transformer is offered in this 
“Wizard” model. 
A unique housing 
of one piece con- 
struction presents 
a very attractive 
and substantial ap- 
pearance. This 
transformer has 
a secondary of 10 
volts and is suitable for operating door- 
bells, buzzers, and door openers used in 
the average home. Jefferson Electric 
Co., Bellwood, Ill—Electrical Wholesal- 
ing, March, 1934. 





Meter Service Switches 


The addition of a line of meter: service 
switches and main entrance switches of 
the accessible fuse type augments this 
manufacturer’s industrial line of switches 





and will simplify their distributor’s prob- 
lems with respect to purchasing and main- 
taining stocks. Capacities range from 30 
amperes to 600 amperes, 125, 250 and 600 
volt. BullDog Electric Products Co., De- 
troit, Mich. — Electrical Wholesaling, 
March, 1934. 


Industrial Switch Line 


A new line of cover control, quick 
make and quick break, fused and un- 
fused indus- 
trial switches 
is available 
in 2, 3, 4 and 
5 poles, 230 
and 575 volts. 
These switch- 
es come 
equipped with 
a new mech- 
anism having 
these _ fea- 
tures: self- 
aligning rec- 
tangular 


formed blades; each blade seats in an 


individual fiber carrier; each set of 
switch jaws is mounted in an individual 
insulated recess; contact is made and 
broken within the insulated recess; posi- 
tive “quick acting’ quick make and 
quick break mechanism and positive in- 
terlocking device. Exceptionally small 
cabinet affords ample working space and 
is supplied with concentric ring-cut 
knockouts. Wadsworth Electric Mfg. Co., 
Covington, Ky. — Electrical Wholesaling, 
March, 1934. 














New Mohawk Refrigerators 


The 1934 models all have broom high 
legs, heavy modernistic hardware and each 
of the five models in the line is equipped 
with the “Duozone” unit, which is de- 
scribed as being two separate refrigerat- 
ing systems in one. The upper coil is de- 
voted exclusively to cooling the food stor- 
age compartment. The lower, and sepa- 
rate coil, which is directly around the ice 
trays, is designed for fast-freezing of the 
ice cubes and desserts. It is stated that 
this dual-refrigerating coil prevents ex- 
cessive dehydration and allows food to be 
safely stored over a longer period of time. 
Rudolph Wurlitzer Mfg. Co., North Tona- 
wanda, N. Y.-- Electrical Wholesaling, 
March, 1934. 


Portable Washer 


While extremely compact, over-all 
height being 18” and weighing 38 Ibs., 
this portable washer has a tub capacity of 
1800 cu. in. or the equivalent of 2 Ibs. 
of dry clothes. Motor is of standard 
make, of same design as used on large 
washers, dust and waterproof and quiet 
running. Triple-vane submerged agitator 
is of durable, non-corrosive, cast alumi- 
num. Tub is solid copper, nickel plated 
inside. Washer is drained by lowering 





the hose. Steel shell is reinforced and 
rustproof, mounted on three rubber cush- 
ioned legs which absorb noise and pre- 
vent marring. All parts are accessible 
for cleaning. Landers, Frary & Clark, 
New Britain, Conn.—Electrical Wholesal- 
ing, March, 1934. 
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Metal Clad Mercury Switch 


Unique in that it contains no glass or 
fragile materials, the outer casing of 
this metal clad mer- 
cury switch is made 
of drawn metal and, 
in the non-insulat- 
ed type, the case is 
used as one of the 
electrodes, The 
case is made of a 
specially selected 
iron which prevents 
amalgamation and 
is treated to pre- 
vent corrosion. 
Contact is mercury 
to mercury, claimed 
to be unfailing be- 
cause of the design 
of the switch. De- 
sign also permits operation through a 
very narrow arc, and the compact switch 
requires less installation space. Made 
in capacities up to 15 amperes, in sev- 
eral styles with one or two _ leads, 
grounded or insulated types, and in a 
selection of sizes. Jefferson Electric 
Co., Bellwood, I1l.—Electrical Wholesal- 
ing, March, 1934. 





Power Drives 


This small speed reduction unit, with 
an enclosed motor drive, has a wide range 
of application due to its compactness and 
that it can be adapted to any device or 
mechanism. Height 3%”, width 3%”, 
depth 234”. Unit can be supplied for 
practically any speed and is available for 
either clock-wise or counter clock-wise 
rotation. Both horizontal and right angle 
drives can be furnished. Right angle 





drives are available with the output shaft 
in any position around the 360° circle. 
An induction motor of the shaded pole 
type, or a synchronous motor is provided, 
although where required the unit can be 
supplied with a universal motor for d.c. 
applications. Gear housing is neatly de- 
signed and the gears run in oil which is 
sealed in, insuring positive lubrication and 
quiet operation. Merkle-Korff Gear Co., 
213 N. Morgan St., Chicago.—Electrical 
Wholesaling, March, 1934. 


Knife Sharpener 


An unusual product that will be ap- 
preciated by those who are familiar with 
household knife sharpening. This bat- 
tery operated grinder gives “professional” 
results at the pressing of the button. 
Moving the cutting edge of any size knife 





slowly through the sharpener gives a keen, 
perfect edge. Two special grinding ele- 
ments perform the sharpening expertly 
and automatically with lasting results. 
List price, without batteries, $2.80. Olym- 
pic Industrial Corp., 230 Park Ave. New 
York City .—Electrical Wholesaling, 
March, 1934. 


"Slumb-R-Lite" 


Sturdy, compact 
construction is the 
feature of this 
night light de- 
signed for many 
uses in the home, 
factory and office. 
Device extends 
slightly over 1” 
from the wall and 
is equipped with 
the recently de- 
veloped General 
Electric, 10 volt, 
.035 ampere Maz- 
da, “Moonlight” 
lamp. Operates on 
either ac or dc 
current at very low consumption: about 
five cents per month for night time 
purposes. Mounted on attractive and 
descriptive counter display in dozen 
quantities. List price, complete with 
lamp, 75c. Home-Electrical Specialties 
Corp., Cleveland, Ohio. — Electrical 
Wholesaling, March, 1934. 





Console Range Models 


Both models incorporate the dual auto- 
matic control featured in this manufac- 
turer’s buffet types, thus making possible 
two temperature cooking. Of streamline 
design, with a back splasher of unusual 
height and design, the range is finished in 
ivory porcelain enamel with an acid-re- 
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sisting platform. Units consists of oven, 
top, 1500 watts; bottom 1500 watts; plat- 
form, one 6” 200 watts. Appliance recep- 
tacle is wired for 660 watts and is 
automatic time controlled. Simplified 
single switch oven control makes possible 
control of oven units by a single switch 
Ovén is standard full 16”, one piece con- 
struction, fully enameled, all rounded cor- 
ners. Westinghouse Electric & Mfg. Co., 
East Pittsburgh, Pa—Electrical Whole- 
saling, March, 1934. 


Generating Sets 


With the increasing electric rates for 
power and industrial uses in many cities, 











this Diesel generating set should be of 
interest to many. Light, compact and 
capable of using the cheaper grades of 
fuel, the set produces current at approxi- 
mately 34 to one cent per kilowatt hour. 
Sizes range from 10 to 90 KW, ac. and 
d.c. Engines do not require services of 
an attendent, only an occasional visit to 
the engine room, and are suitable for 24 
hour service. Each unit is self-contained 
and no auxiliary equipment of any kind 
is required for starting or for operation. 
Buda Co., Harvey, Ill—Electrical Whole- 
saling, March, 1934. 


Brush Seater 


Each brush 
(carbon, 
graphite or 
metal-com- 
position) is 
seated under 
actual oper- 
ating condi- 
tions with- 
out shutting 
down the 
machine, 
thus result- 
ing in a per- 
fect and ac- 
curate seat. 
C ommutat- 
ing efficiency is increased because of 
complete brush face contact. Sparking, 
due to poor brush contact, is instantly 
stopped through a few moments appli- 
cation of the brush seater, which is a 
soft, slightly abrasive insulating mate- 
rial of fine texture. Does not scratch 
or cut the commutator. Combination of 
the material removed from the brush and 
the brush seater gives the commutator or 
ring a high polish which aids commuta- 
tion. Simple to use. Especially valuable 
in seating large metal-composition. 
brushes of the type used on low voltage 
plating generators. Standard size 434” 
long x 11%"x5%"” face. Ideal Commutator 
Dresser Co., Sycamore, I1l—Electrical 
Wholesaling, March, 1934. 
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"Cool Spot" Fan 


Built in two types, straight and oscil- 
lator, the 10” “Cool Spot” has an air de- 
livery of 500 cu. ft. per minute. Motor 
is a 2-pole, 2-coil, central drive. Base is 
cast iron .to prevent “creeping.” Has 
aluminum blades, cadmium _ rust-proof 
guard and one speed toggle switch. Black 
satin finish. On oscillator type the gears 
are enclosed and well lubricated. No radio 
interference; for a.c. 110 volts, 60 cycles 
only. Number 510, straight type, lists at 
$5.75; No. 560, oscillator type. at $7.50. 
Signal Electric Mfg. Co., Menominee, 
Mich.—Electrical Wholesaling, March, 
1934. 


"Moonlight" Night Lamp 

In homes, factor- 
ies, theatres, stores, 
etc., “Nite-Glo” 
serves as a safety 
pilot light in dark 
corridors, wash- 
rooms, foyers, exits 
or any other place 
where economical 
light is desired. 
Made of bakelite in 
an ivory finish and 
equipped with the 
new 10 volt Mazda 
“Moonlight” Lamp. 
Adds less than five 
cents a month to 
the electric bill. Sold in quantities of 
ten, mounted on attractive display cards. 
List price, 75c. Eagle Electric Mfg. Co., 
57-79 Hall St., Brooklyn, N. Y.—Elec- 
trical Wholesaling, March, 1934. 





Explosion Proof Conduit Fitting 


“Pyle-O-Flex” is a new watertight, 
vaportight, and explosion-proof flexible 
conduit fitting, designed to meet the de- 
mand for an explosion and waterproof 
fitting having the mechanical features of 
standard flexible conduit in the ease of 
application. Its flexibility eliminates the 





bending and fitting of rigid conduit in 
limited spaces with consequent saving in 
time and labor. Built to withstand vibra- 
tion it is also capable of withstanding 500 


Ib. hydrostatic pressure. Each fitting is 
tested, under water at 50 lbs. of air pres- 
sure, against leaks. Pyle-National Co., 
1334 N. Kostner Ave., Chicago.—Elec- 
trical Wholesaling, March, 1934. 


Open Type Floodlight 


The reflector of this open type flood- 
light is sturdily constructed of heavy 
gauge metal, finished inside and out in 
porcelain enamel. Construction features 
also include: bracket arm of heavy cast 
aluminum with swivel joints for adjust- 





ing to any position desired; cadmium 
plated screws, bolts and nuts; cast iron, 
cadmium plated cap equipped with por- 
celain insulating bushings and two-piece 
porcelain socket with mogul base. 
Bright Light Reflector Co., Brooklyn, 
N. Y.—Electrical Wholesaling, March, 
1934. 


Vacuum Cleaner 


Many new im- 
provements are in- 
corporated in this 
No. 10 vacuum 
cleaner. Motor has 
two speeds, 6,700 
r.p.m., for ordinary 
cleaning and 9,000 
r.p.m., for extra 
heavy rugs and 
other difficult 
cleaning jobs. Reg- 
ular speed is con- 
trolled by switch 
located in handle 
while high speed is 
obtained by turn- 
ing switch located 
on motor. Of mod- 
ernistic design, the 
cleaner also boasts 
of: triple cleaning 
action-beating- 
sweeping-suction; 
toe action nozzle 
control, adjustable 
in five positions; 
“foolproof” motor- 
driven beating brush; 
self-lubricating wheels; chromium plated 
handle; full length rubber cord. List 
price, $57.50. Attachments $6.00 extra. 
Hamilton Beach Mfg. Co., Racine, Wis. 
—Electrical Wholesaling, March, 1934. 




















Variable Voltage Adjuster 


No longer need an electrical appliance, 
radio or refrigerator be operated below 
normal performance because of poor 
voltage conditions of the supply line. 
This variable voltage adjuster is a unique 
voltage regulating device that permits 
the regulation and adjustment of the pri- 
mary line voltage from either below or 
above normal to the proper operating 
voltage of the electrical product. Built 
similarly in construction and appearance 
to an ordinary step-down transformer, 
a series of taps are brought out to a 
manually operated dial by means of 
which the secondary voltage can be ad- 
justed to the proper value as indicated 
by a sensitive and extremely accurate 
voltmeter. Acme Electric & Mfg. Co., 
1444 Hamilton Ave., Cleveland, Ohio— 
Electrical Wholesaling, March, 1934. 


Large "Photoflood" Lamp 


Twice as effective photographically as 
any other lamp consuming the same 
amount of electricity, the new No. 4 
lamp produces four times as much light 
and uses four times as much electricity 
as the original No. 1 “Photofloody, It 
should find its greatest use where is 
desired to obtain illumination from a sin- 
gle source rather than from a group of 
sources. Constructed with mogul screw 
base and inside-frosted bulb, the lamp of 
the same size and shape as a regular 300 
watt Mazda. Designed for 105-120 volt 
operation, its rated life is 10 hours. Gen- 
eral Electric Co.. Incandescent Lamp De- 
partment Nela Park, Cleveland, Ohio.— 
Electrical Wholesaling, March, 1934. 


Three Outlet Receptacle 


This single- 
gang recepta- : 
cle and plate 
combination 
provides for a 
TL-A cap in 
addition to two 
regular caps, 
giving one- 
third more out- 
lets than the regular duplex receptacle 
without extra cost. TL-A cap can be 
inserted or removed without pulling out 
either the upper or lower caps. Bake- 
lite base is fully enclosed, making a dust 
and dirt proof job. Wide mounting 
strip rests on plaster or flush surface, 
allowing accurate alignment with plate. 
All three plug openings have automatic 
finding grooves which guide the plug 
fingers into the contact slots, making it 
easy to insert the plug cap from any 
angle, or behind tables and chairs. The 
Arrow-Hart & Hegeman Electric Co., 
Hartford, Conn.—Electrical Wholesaling, 
March, 1934. 
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Dry "A" Battery 


operated radios 


Designed for battery ¢ < 
Yo. 1040 is strictly 


using 2-volt tubes, No. 





a hermetically sealed “dry” battery. It 
will operate in any weather, at any tem- 
perature, and in any position. Weighing 
only 15 lb., it is compact and easy to 
handle. Can be self-installed by the 
user, and is ready for immediate service. 
Case has attractive mahogany finish to 
match furniture. In intermittent service, 
this battery gives 400 hours or more of 
service. List price, $3.20. Burgess Bat- 
tery Co., Freeport, Ill. — Electrical 
Wholesaling, March, 1934. 


Turntable for Large Appliances 


Manufacturers of ‘“Flexo-Action”  re- 
volving mechanisms, commonly known as 





advertising turntables, have recently sup- 
plemented their line with a new heavy 
duty model, No. 600. This model was 
developed primarily for such applications 
as electric refrigerators, washing ma- 
chines, and other household appliances, 
the bulk of which constitutes a heavy 
load. This unit is recommended for bal- 
anced loads up to 500 Ibs. and lends itself 
to an endless variety of unique display 
programs and should be considered as a 
permanent piece of store merchandising 
equipment. Merkle-Korff Gear Co., 213 
N. Morgan St., Chicago. — Electrical 
Wholesaling, March, 1934, 


Pocket Size ''B" Eliminator 


Only 2%” wide by 4” high and 5” long, 
and weighing only 6% lbs. this “pocket” 
edition “B” battery eliminator is espe- 
cially suitable for auto radio, aeroplane 
transmitters 
and receiv- 
ers, farm 
battery sets, 
etc. Unit is 
completely 
enclosedand 
shieldedand 
requires no 
adjustments 
whatever. 
New type 
thrust ball 
bearings re- 
quire no oil- 





ing and permit unit to operate at highest 
efficiency. Unit consists of a newly de- 
signed motor generator with reflex filter 
circuit, and operates from a 6 volt storage 
battery. When used as an auto “B” bat- 
tery eliminator separate filters and chokes 
are not required. This “genemotor” can 
be supplied for both a.c. and d.c. output 
up to 500 volts and also is made to op- 
erate from 32 volt farm lighting plants. 
List price, $16.50. Carter Motor Co., 361 
W. Superior St., Chicago. — Electrical 
Wholesaling, March, 1934. 


Automatic Solenoid Starter 


The contactor of this solenoid type au- 
tomatic motor starter has a_ vertical 
straight line, solenoid action and cannot 
be accidentally closed by vibration. Flex- 
ible leads have been entirely eliminated. 





Thermal overload relays are mounted on 
the front of the panel and are easily in- 
terchangeable. Extra wiring space is 
provided in cabinet and push buttons on 
the cover are extra large—1” diameter. 
Contacts are silver, double break and 
give high current rupturing capacity. In- 
sulating base and arc barriers are porce- 
lain, which does not carbonize nor read- 
ily collect dust. Starter has maximum 
polyphase rating of 5 h.p. 220 volts, 7% 
h.p., 440-550 volts. Also built with four 
pole contactor for two phase service. 
Square D.Co., Milwaukee, Wis.—Electri- 
cal Wholesaling, March, 1934. 


Razor Blade Sharpener 


Two models are offered in this unique 
device for sharpening razor blades, one 
for shdrpening blades of the standard 
double edge type and one for the single 





edge type. Power is furnished by or- 
dinary flashlight batteries, making the 
device extremely portable and always 
ready for use. By simply pressing a but- 
ton fast-sharpening units, traveling at the 
rate of 40 strokes a second, grind or 
strop the blade, giving a keen, straight 
edge. List price, without batteries, $2.55. 
Olympic Industrial Corp., 230 Park Ave., 
New York City—Electrical Wholesaling, 
March, 1934. 





Six-in-One Fuses 


Six fuses built into one compact plug 
insure freedom from the nuisance of 





searching for new fuses when the lights 
unexpectedly go out. Costing no more, 
in comparison, than other fuses it offers 
six fuses by the simple expedient of 
turning the knob to the right as new 
fuses are needed. Fuse plugs are stur- 
dily and scientifically made of approved 
materials in 6, 10, 15, 20, 25 and 30 am- 
pere sizes and are guaranteed to per- 
form perfectly under all weather condi- 
tions. Ruskin Products Co., 5639 N. 
Ashland Ave., Chicago, Ill.—Electrical 
Wholesaling, March, 1934. 


Electric Pencil 


Especially designed for burning designs 
permanently on such materials as leather, 
wood, cork and bakelite. Almost any 
type of design may be reproduced either 








voGcu 


in reduced or enlarged form as desired. 
Rubber suction cap will readily fasten to 
any smooth surface such as a glass or 
enameled table top by moistening edges 
of cup and pressing down firmly. Com- 
plete outfit includes “Pyro” electric pen- 
cil, one pantagraph, three wood plaques, 
one bottle of varnish, one brush and one 
tracing tip. The pencil has many com- 
mercial applications, especially in sales 
promotion work and in industrial plants 
for marking tools and equipment. List 
price, one “Pyro” electric pencil, only, 
complete with cord and plug, $1.75. Sheri- 
dan Electro Units Corp., 3243 S. State 
St., Chicago.—Electrical Wholesaling, 
March, 1934. 
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J. W. Sweeney Is New York Man- 
ager for Federated Sales Service 


The Federated Sales Service, 537 
Commonwealth Ave., Boston, announces 
the appointment of J. Woods Sweeney 
to act as its New York divisional man- 
ager. Mr. Sweeney has acted in vari- 
ous sales management capacities with 
the New York Edison Co.; later he 


" 
| 
| 


was, for five years, assistant manager | 


of the New York branch of Servel, Inc. 
The Federated Sales Service builds 


for manufacturers, national sales or- | 


ganizations of manufacturers’ 
sentatives. 


repre- 


v 


Directory of New England 
Manufacturers’ Representatives 


The Electrical Manufacturers’ Rep- 
resentatives Club of New England, 
which was organized a few months 
ago, has prepared a directory of its 
membership for 


trade. 
Officers of the club are J. H. Mc- | 
Mullen, National Electric Products 





distribution to the | 


| 


Corp., president; A. C. Nelson, Arrow- | 


Hart & Hegeman Electric Co., vice- 


president; W. H. Etzell, representative | 
of fixture manufacturers, treasurer, and | 
W. V. Haynes, Hatheway & Patter- | 
son Co., secretary. The secretary’s ad- | 
dress is 675 Concord Ave., Cambridge, | 


Mass. 


v 


Crosley Now a Baseball Magnate | 


Powel Crosley, Jr., president of the 
Crosley Radio Corp., Cincinnati, has 


acquired the presidency and controlling | 


interest of the Cincinnati Reds of the 
National League. 


In taking over the control of this 
team, Mr. Crosley promises no over- 
night miracles in the way of transform- 
ing a tail-ender into a pennant winning 
club. He modestly asserts the Reds will 
finish higher than eighth place but 
thinks it too much to hope they can 
finish in the first division this year. 


v 


Frigidaire Executives Conduct 
Four Road Shows 


Fifteen thousand Frigidaire dealers 
and salesmen from coast to coast, met 
late in February and early in March 
with officials of the corporation to hear 
the company’s 1934 selling and adver- 
tising plan, according to H. W. Newell, 
vice-president. 


Four flying squadrons of men made 
up from the national headquarter’s exec- 
utive staff are visiting 36 key cities on 
road show schedules in order to con- 
vey Frigidaire’s 1934 plans to the field 
forces in the shortest possible time. 





Increased demand calls for a full line ad 


ial, 


BLOW LAMPo 





2 Watt 115 Volts $14 Bulb 
Finish—Clear,Sprayed Red or Yellow 








% Watt 115 Volts G10 Bulb 
Supplied in 1.0 Watt for 220 Volts 





% Watt 115 Volts 14% Bulb 
Supplied with Candelabra 
Screw Base Only 


OU’VE probably noticed this your- 

self. All through 1933 the demand 
for these low cost useful lamps grew 
steadily with the increasing number of 
their uses. Industrial and commercial 
users kept on finding new ways to make 
them useful. Private homes have found 
them just the thing for pilot lights for the 
cellar, attic and appliance circuits, to say 
nothing of night lights. 

All through 1934 we are advertising 
these lamps to manufacturers and indus- 
trial users in a leading national trade 
magazine. This increased demand for 
Neon Glow Lamps will make it more and 
more profitable for you to stock the full 
line and keep your stocks up to scratch. 

Neon Glow Lamps are low in first cost, 
have an unusually long life and cost next 
to nothing to operate—the half watt size 
will burn twenty-four hours a day on 115 
volts in most localities for only ten cents 
a year! There’s a size for every use, and 
all but the quarter watt size comes in 
standard base. They operate on AC or DC 
without special transformers or outside 
resistances. 

Neon Glow Lamps will make a worth- 
while addition to your catalegue this year. 
Catalogue inserts will be sent to whole- 
salers on request. Write for full particu- 
lars to: General Electric Vapor Lamp 
Company, 891 Adams St., Hoboken, N. J. 


LR 





GENERAL @ ELECTRIC 
VAPOR LAMP COMPANY 


699 Copr. 1934, Genera! Electric Vapor Lamp Co. 
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110 Latrobe 
Watertight Box 
Showing how the ta- 


No. 


pered unit receptacle 
fits tapered opening in 
top of box body. 15 to 
20 minutes installation 
time saved on each 
box. 


jobs is their 
profits. 


Point out to your contractor friends 
that today, more than ever before, the 
time they save while performing wiring 


chief source of increased 


The Latrobe line of floor boxes and 
Wiring specialties are designed and 


made to effectively reduce the time 


ia required for 
Use this poi 


sales. 






No. 300 “Latrobe” 
Midget Floor Receptacle 
" and Box 
- The only non-watertight 
floor Receptacle and Box 
on the market approved 
by the Underwriters’ 
Laboratories for installation in wood floors. 


their installation. 
nt about the Latrobe line 


to make new friends and increase your 


FULLMAN 
MFG. CO. 


LATROBE PA. 





Manufacturers of Quality Floor Boxes and Wiring Specialties 














THIN MODEL 


WINS? 


—w here Service and 
Adaptability Count 


te 




















r Thin model Switch No. 41 is an 


achievement in small switches. The above actual 


aan 
oa == lf The Levolie 
fo | 


size picture 


















in thickness. . 
retains all of the 
famous Levolier line. It is the smallest 6 amp. 
switch made. 

At the left are shown sixlogical uses for this practical Levo- 
lier, which may be secured in three different stem lengths. 


You’ll make no mistake in ordering 
these Levolier Thin Model Switches 


VALPARAISO 


shows it is less than 5¢ of an inch 
. In spite of its smallness, it 
ractical characteristics of the 


ESTABLISHED 1004 
- INDIANA 
Box No. 636 






















An Appliance and Supply Combina- 


tion: Wm. Creswell and R. J. Young 
are listed as vice-presidents of Crannell, 
Nugent & Kranzer, Inc., New York City, 
but fellows who know them. well 
think of them as appliance sales manager 
and supplies sales manager, respectively. 


Line of Gas Furnaces Announced 
by General Electric 


The General Electric Co. has an- 
nounced a line of gas burning furnaces, 
supplementing its oil furnace placed on 
the market a year ago. The gas furnace 
will be a coordinated unit with burner, 
boiler, control and all parts enclosed in 
a single jackét of distinctive appear- 
ance, and G. E. air conditioning deal- 
ers throughout the country will be ready 
to make installations early in March. 
In addition to the dealers now handling 
G. E. oil furnaces and air conditioning 
equipment, new dealers are now being 
appointed in territories not covered and 
where natural gas is easily available. 


To provide a central location for 
shipping and to be near the natural gas 
territory, the new furnaces will be man- 
ufactured in Cleveland. A factory has 
already been equipped and production 
is under way. The first showing of 
the new furnace was made last month 
at the Heating and Ventilating Exposi- 
tion, held in the Grand Central Palace, 
New York City. 








Protitable Line 


Insulated Wire 
for Jobbers 


Annunciator Office and 
Thermostat Wires 
Fixture Wires 
Flexible Cords 
Antenna Lead-In Wire 
Radio Hook-Up Wire 
also 
Asbestos Covered Resistance 
Wires 


The Holyoke Company, Inc. “ 


720 Main Street Holyoke, Mass. & = 




















, 
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Arbuckle Now with Allen-Bradley 


W. B. Arbuckle, with offices located 
at 1006 Washington Ave., Houston, 
Tex., has been appointed district repre- 
sentative for the Allen-Bradley Co., 
Milwaukee, Wis. Mr. Arbuckle will 
handle this manufacturer’s complete 
line of control apparatus. 


v 


Philco Announces Promotions 


T. A. O’Laughlin, general manager, 
Philco Radio & Television Corp., has 
announced the appointment of Sidney 
L. Capell as general sales manager. 
Mr. Capell has been affiliated with Mr. 
O’Laughlin in the sale of Philco prod- 
ucts in the New York metropolitan ter- 
ritory for over three years. 

Frank Donnelly has been appointed 
sales manager of the Brooklyn Division 
to fill the vacancy created by the pro- 
motion of Capell. Prior to his con- 
nection with Philco, Donnelly was as- 
sociated with National Carbon Co. and 
Kolster Radio. 

These changes were made coincident 
with the removal of the general execu- 
tive and sales offices to 254 Fourth 
Ave., New York City. 

Vv 


Baldor Electric Takes Over the 
"Handy" Battery Charger 


The Baldor Electric Co., 4357 Dun- 
can Ave., St. Louis, announces that 
it is now manufacturing the “Handy” 
battery charger formerly made by the 
Interstate Electric Co. This product 
will be handled by a separate sales de- 
partment. 


Tubes Are His Pet Line: Arthur M. 
Cohen of the Greenfield Electrical Sup- 
ply Co., Brooklyn, N. Y., looks over 
his window display of radio tubes 


which is one item constantly pushed | 


and featured by this live wholesaler. 











| 














‘you CAN DEPEND ON CRESCENT | 


CRESCENT 
PRODUCTS and 


“Crescent” National 


Intermediate Grade 
Rubber Covered 


“Imperial” 30% Rub- 
ber Covered Wire 


“Crescent” Lead En- 


Cable. 


Armored Bushed NT AT . 

Cable. CENT line. 
“Crescent”? Lead Cov- 

ered Armored 


Metallic Conduit. 


Cambric Cable, 


Braided. 


tallic Sheathed 


All kinds of special and cable need. 


wires and cables. 


years of 
4 knowing 
howin 


every foot of 
Crescent Wire 


RESCEN 


Insulated Wire and lable (a. 


TRENTON, N. J. 














A COMPLETE LINE yOu can depend on the 


maa COMPLETENESS 
Wieanacavic OF the Crescent line 


and Cable. Pictured above is only a very small 
eased Wire and part of the wide range of wires and 
“crescent” A.B. c. Cables that comprise the CRES- 


Cable. Warehouse stocks in most prin- 
“Crescent” Flexible —_ cipal cities assure quick delivery, and 
“Crescent” Varnishead On special orders CRESCENT is 

Lead Encased or able to offer every cooperation. 

T p 
“Cresflex”. Non-Me- Wholesalers and Contractors may 

Cable. safely turn to thee ONE RELI- 

Cras. SWC ABLE SOURCE for every wire 
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“Fellow 


Sales Representatives” 


SERVICE 


No matter how excellent the quality, 
if a line of Hardware and Specialties is 
not quickly available when wanted it 
loses its effectiveness. 

In our line there are more than 6000 
individual items which must be quickly 
available to the demands of the utility 
consumers in every State, City and Town- 
ship over this great country. 

We solve the problem of Quick Service 
through the operation of three com- 
pletely equipped factories, each self-con- 
tained, located in three vital market 
centers; namely, Pittsburgh, Chicago and 
Oakland, California. At these three fac- 
tories we carry more than one million 
dollars in finished materials to augment 
the large stocks carried by our 180 
distributors. 

Our distributors’ warehouses are 
located at every vital distribution point 
in the country. The stocks carried by the 
distributors are most comprehensive. 

At each of our factories we maintain 
emergency operators whose specific task 
it is to produce “‘specials’’ and overcome 
the annoying delays usually consequent 
to the purchase of such specials. 

There is hardly any conceivable emer- 
gency, night or day, Sundays or holidays 
that cannot be successfully met by the 
Hubbard organization or the organiza- 
tions of Hubbard distributors. 

We maintain this system of service, 
naturally not without expense to us, but 
the saving in investment, time and an- 

‘noyance to the consumer customer is 
beyond estimate, and this splendid co- 
operation in service between our fac- 
tories and our distributors is one other 
reason which added to policy and to 
quality makes Hubbard Hardware and 
Peirce Specialties lines that you men 
should be proud to sell. No organization 
has stronger claim than we for recogni- 
tion because of SERVICE. 

The meeting stands adjourned. 


Doreen 


Official Representative of 
HUBBARD AND COMPANY 


Pittsburgh—Oakland, Calif.—Chicago 











A Manhattan Team: 


These two seri- 
ous looking young fellows are the ac- 
tive heads of the Gabel Electric Co., 


New York City. J. R. Speich, Jr., is 
vice-president and secretary and F. O. 
Erickson is president and treasurer. 





Utility Men Indicted 

for Unfair Merchandising 
Seven prominent officials of the 
Northern Indiana Public Service Co. 
have been indicted by a Crown Point, 
Ind., grand jury which generally con- 
demned the practice of utility com- 
panies in Indiana of retailing gas and 
electric appliances. 

The report of the grand jury stated 
that: 

“Our investigation discloses that the 
sale of appliances was carried on at a 
loss and such loss charged to ‘new busi- 
ness expense’ at the same time that 
the Utility Finance Co., another Insull 
company, was making about 21 per cent 
on the financing of these appliance 
sales. 

“Merchandise sales made by utilities 
reduce the volume of sales and profits 
of legitimate dealers who pay taxes for 
the privilege of doing business and 
cause added expense to the company, 
which finally is saddled onto the con- 
sumers, who are obliged to pay, in their 
rates, for large sums spent for the pro- 
motion of business.” 


INVITES 


Wholesalers to investigate 
the fairest 100% JOBBER 


POLICY offered today .. . 
a line and a plan that make 
it worth your while to 
push our line. If you will 
play ball with us we can 
help you make 1934 a 
much bigger year! 


Circle F Mfg. Co., 


Trenton, N. J. 











For Bigger Profits 








SILV-A-KING 
WHOLESALERS are enjoying 
greater profits in selling this line 
of Commercial and Industrial Re- 
flectors and Floodlights. 


You too can add to your prof- 
its in 1934 by selling this line. If 
you haven't received our new 
catalogue, No. 34, write at once. 


Bright Light Reflector Co. 


100 White Street, 
Brooklyn, New York 














12” Oscillator $23 16” Oscillator $27 


Signal offers you a complete line 
of high quality Induction and Uni- 
versal fans in sizes from 61%” to 
16”, straight and oscillator types. 
There’s a good profit for you, too, 
with the Signal line, although these 
fans are priced to conform with 
present buying. They are decidedly 
fans your customers will appreciate. 
— for Signal’s 1934 presenta- 
tion. 


SIGNAL ELECTRIC MFG. CO. 


Menominee, Michigan 


OFFICES IN PRINCIPAL CITIES 
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Men Available 


Manufacturer's Representative: Has 
covered Texas and Oklahoma territory, 
representing prominent electrical whole- 
saler for past 17 years. Well acquainted 
with utility, industrial, contractor, whole- 
sale and retail trade in this area. Inter- 
ested in representing responsible manu- 
facturers. Would consider several lines 
on a commission basis. Address Box 31, 
Electrical Wholesaling, 520 N. Michigan 
Ave., Chicago, III. 


Manufacturer's Representative: Wishes 
to establish contacts with manufacturers of 
wiring devices and allied materials, who 
desire real representation in the New 
York Metropolitan area. New organiza- 
tion with following. Address Box 32, 
Electrical Wholesaling, 520 N. Michigan 
Ave., Chicago, Ill. 


Vv 


Recent Trade Literature 


TRUMBULL E-ectric Mre. Co., Plain- 


ville, Conn. — Ready-Reference (RR) | 
Catalog, No. 16-A (48 pp. illustrated), | 


containing a comparative listing in 
tabular form of the Trumbull line of 
switches, starters, circuit breakers, 
panelboards and accessories. Revised 
price list No. 3, including new material 
listings supplementary to catalogs 15 
and 16A. 

GENERAL CABLE Corp., 420 Lexing- 
ton Ave., New York City—New 32- 
page catalog on magnet wire contain- 
ing specifications and tables, standard 
reel and spool sizes, wire gauges and 
conversion tables. 

A.L-STEEL-EguiP Co., Aurora, Ill.— 


—Catalog B-34 (16 pp. ill.) covers the | 
complete A-S-E line of outlet boxes, | 


covers, bar hangers, etc. 
Itc ELectric VENTILATING Co., 2850 


N. Crawford Ave., Chicago—‘“Sensible | 


Ventilation”, a 32-page bulletin, pro- | 


fusely illustrated, describing industrial, 
commercial and residential applications 
of ventilating equipment. 

STRUTHERS Dunn, Inc., 128 N. Juni- 
per St., Philadelphia 
scribes the standard line of Dunco re- 
lays, including many new types of 
units, also special thermostats, timing 
devices and electric counters. 





Catalog B de- | 


TRUMBULL ExeEctric Mee. Co., Plain- | 


ville, Conn.—Descriptive bulletin 107 
covers “Buss-Wa” 
distribution systems 


and “Flex-a- 


enclosed bus-bar | 


Power” convenience outlets for indus- | 


trial use. 


Joun C. Dotpu Co., 168 Emmett ‘| 


St., Newark, N. J—A new product 
application chart is designed to serve as 
a guide in the selection of the proper 
varnish from a group of insulating and 
finishing varnishes known as Dolph’s 
Electrical Insulating Quartette for all 
industrial and motor repair shop in- 
sulating and finishing needs. 


NUMBER ONE OF A SERIES OF ADVERTISEMENTS 





FRETZ-MOON CONDUIT 


is the BETTER 


rigid steel conduit 


Electrical contractors who have read Fretz-Moon advertising are familiar 
with some of the reasons why Fretz-Moon Rigid Steel Conduit offers so 
many advantages. Contractors who have used it know what.these advan- 
tages mean in better electrical construction and dollars and cents value. 

To fully acquaint contractors who seek the most for the money—who 
are not now using Fretz-Moon Conduit—we present this advertisement as 
the first of a series which will tell the complete story of the unique process 
by which Fretz-Moon Conduit is made, and how the “continuous process” 
of manufacture produces a better conduit—a conduit that meets all require- 
ments and code specifications; is perfectly threaded, easy to cut, bend and 
thread, hence easier to install; saves money; and lasts for the life of the 
structure in which it is used. 

This advertisement appears in the March issue of Electrical Contracting. 
Others will appear monthly. And that electrical wholesalersand their sales- 
men may be informed on the complete story of Fretz- 
Moon Conduit, the full series of advertisements will 
also appear monthly in this publication. 


STEEL AND TUBES, INC. 
CLEVELAND + OHIO 


EXCLUSIVE SALES AGENTS 


FRETZ-MOON 
G Rigid 


conduit 
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UNDERWRITERS 
LABORATORIES 
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ELECTRICAL WHOLESALING 





PUSH-CLIP 
KEEP WIRES OFF THE FLOOR 


LAMP im 


histrite Package? DUSH( LIP 
yh be 
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Sales Volume Continues Upward 


You can sell this counter display board to 
your electrical, radio, hardware and other 
dealers who sell lamp cord. Used in every 
room in every home! Sells for 10c—and how 
it sells! “Automatic salesman” 4-color coua- 
ter card (shown above) tells the tal 

the sale. Ask your Sales Manager to have 
these Justrite Counter Cards in stock! 


JUSTRITE MANUFACTURING CO. 
2045 Southport Ave., Chicago, Ii. 








ed 


The New “NUMBER 200” LINE 
of inexpensive Private "Phones is 
designed and priced to meet the new 
times. It offers truly remarkable 
value. WRITE TODAY for your 
copy of BULLETIN No. 95A which 
gives full data. A private phone 
system is now within the reach of 
every office, factory and home. 


“Pairfone” Display Carton 





S. H. COUCH COMPANY Inc. 
SALES OFFICE 


89 Broad St. - BOSTON, MASS. 
Mfrs. of Rokee Insulated Staples 
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No. 510 Straight Type, $5.75 List 
No. 560 Oscillator, $7.50 List 


Signal offers you a complete line 
of high quality Induction and Uni- 
versal fans in sizes from 61%” to 
16”, straight and oscillator types. 
There’s a good profit for you, too, 
with the Signal line, although these 
fans are priced to conform with 
present buying. They are decidedly 
fans your customers will appreciate. 
) gg for Signal’s 1934 presenta- 
m. 


SIGNAL ELECTRIC MFG. CO. 


Menominee, Michigan 


OFFICES IN PRINCIPAL CITIES 
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MANUFACTURED BY ag ss he 
PLYMOUTH RUBBER CO., Ince 
a, Porcarndehaa MASS. U.S. A. — 


PLYMOUTH 


There is a big difference between tape that is just sticky or gooey and tape that has 
real adhesive stamina like Plymouth. 








Laboratory tests and the test of long satisfactory service have proved that Plymouth 
tapes are unequaled for their ability to adhere under every possible condition or circum- 
stance. 


When you make this point about Plymouth, you make sales for yourself. 


Manufacturers PLYMOUTH RUBBER COMPANY, Inc. 
Since 1896 CANTON, . . MASSACHUSETTS 


x0" OVERLOAD 


lOO% OVERLOAD 





ISO% OVERLOAD 





TWO WAYS OF ASKING FOR FUSE BUSINESS 


If you simply ask for fuse business and 
don’t, at the same time, impress upon the 
buyer that all fuses are not the same—that 
some are a lot more satisfactory to use than 
others — you may get the business — but 
sooner or later (unless he’s a BUSS SUPER- 
LAG user) some one is likely to take it away 
from you. 

If, on the other hand, you ask for an order 
of BUSS SUPER-LAG Fuses and explain to 
the buyer how they will save him money, you 
are going to build business that will repeat 
time and again. 

When you show a buyer how to save money 
and at the same time increase operating effi- 
ciency he is going to have a lot more respect 
for your judgment and for the house you rep- 
resent. Such a man is going to be more in- 





BUSSMANN MANUFACTURING COMPANY, 2536 W. University St., St. Louis, Mo. 


A Division of the McGraw Electric Company 


clined also to give you other business that 
you may not be getting now. 

Fuse buyers are just like everybody else, 
they like to do business with the people who 
do them a service. 

If you are not quite sure about the many 
advantages of BUSS SUPER-LAG Renew- 
able Fuses, just refer to the price sheet in your 
binder. There you will find a concise story 
that will help you sell. 








HOW MANY FUSE PROSPECTS HAVE YOU? 


Sometimes things are so easy to see that we forget to look at them. 
For instance, everybody knows that wherever there are electrical 
circuits there must be protection for them. We all know also, that 
somewhere in those circuits fuses are used. But in a lot of cases a 
salesman will call on a fuse user time after time and forget to ask 
for his fuse business. It is so easy to overlook the obvious thing. 























FUSE 








